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Rou h Proofs DECRIES TIRE THIEVERY 


| Am Open Letter to — 


Playing cards and poker sets, it | 
is reported, are included among | Tire Thieves | 
the premiums which will continue} | Tire theft has risen to nme heights 
to be offered by advertisers. These | This io mot just petty larceny any more | 
days everybody is sitting in the) pte ap ot oe a 
game with deuces wild. 
1 mares 
_ 2. | — - 


The new Advertising Council has | 
a big job ahead, but nobody seems | 
to know’ exactly what. They | 
couldn’t have picked a better man | 
to make a road map than Miller | 
McClintock. 


. ed 
snatching tonle— haters yom OT OL PURE On COMPRRT CONES 


0h the tore 


a he Meh: fram oma ne tes oe 
Typewriter manufacturers’ are Fe 

being asked to speed conversion to 

war production. After hearing 


their clatter in any busy correspon- 
dence department, you don’t doubt 
the makers’ ability to turn out ma- 
chine guns. 


Pure Oil Co. will start a concerted drive 
to protect motorists’ tires with this un- 
usual full- -page copy in the March 2 issue 
of Life magazine and later will carry the 
same message in metropolitan newspa- 
pers in its 25-state territory. A tire iden- 
tification card and "Tire Tips’ booklets 
are offered motorists. Reprints of the 
ad will be sent to dealers. Leo Burnett 
Co. is the agency. 


7, oe oe 


Some of the dog food manufac- 
turers are planning to stay in busi- 
ness sans cans by offering a dehy- 
drated product. But can _ they 


count on Fido to figure out just 
how to prepare the stuff? 


> = © 


Speaking of possible paper short- 
ages, they say the new sugar ra- 


Inland Tables 
tioning books used up 300 carloads. Petition for Paid 
Now maybe 7d start rationing | 
the ration books 

Government Space 


Recognizes Harmful 
Publicity in Turning Plea 
Over to Committee 


a. a 


After listening to the United 
Fruit spokesman on its radio pro- 
gram describe the advantages of 
beans, potatoes, spinach and toma- 
toes, you always expect him to add, 
“And yes, we have no bananas.” 


. = % Chicago, Feb. 19.—A_ resolution 
calling upon Uncle Sam to use paid 
space for advertising was virtually 
tabled at the 58th annual meeting 
of the Inland Daily Press Associa- 
tion here yesterday. The measure, 


“Publicizing the need for volun- 
tary prevention of waste of petro- 
leum products by motorists will 
assume every conceivable form,” 
says a news story. 


Including running the copy in written by Frank Westcott of the 

the street cars? . | Post-Tribune, Gary, Ind., . asked 

that the government recognize the 

= = cooperation extended by newspa- 

If salesmen, as has been pre-| pers, despite their own burdens, 

dicted, are forced to make their|and pointed to paid-space prece- 

calls on bicycles instead of by auto- |dents in Canada and Great Britain 

mobile hereafter, what’s going to| and in U. S. Army and Navy re- 
happen to the poor devil who got! cruiting drives. . 

by on his mileage allowance? JS Gray, president and editor 

|of the News, Monroe, Mich., led 

7 ee |demurrers to the resolution. While 

Commercial artists have asked} he was heartily in favor of govern- 


WPA to help them to get govern-| ment advertising, he said, the ap- 
ment jobs in lieu of the work! proach seemed altogether wrong. 
they've lost through war produc-| He drew considerable support from 
tion. It seems that nowadays not| other Inland members, who pointed 
even an artist is willing to starve} out that the resolution might have 
in garret. a very damaging effect upon public 
* 7 relations and recalled that news- 
Food manufacturers believe that] Papers have been much-used tar- 
Army rations will have a big effect gets for sharpshooters in_ recent 
on consumer demand after the war. | Y€@Ts. Other Inlanders, however, 
The pork-and-beans canners must insisted that inasmuch as a news- 
be wetting ready for a boom mar-| Paper publisher has only one com- 
ket 7 modity to sell, space, he is as much 
,e#wg¢ |entitled to compensation for that 
he |commodity as is, for example, a 
ee a lawyer, is the theme Of | <tee]_ maker. 
anew advertising campaign spon- | Mr, Gray offered a_ substitute 
‘orei by a legal publishing CoOM~| resolution, referring the paid space 
a But most ordinary folks! pjea to a committee to be named 
will be tickled to death if they by John W. Potter, acting associa- 
“on” have to see one. (Continued on Page 32) 
v v v 
Tie advice to see a lawyer re- DIRECTORY OF FEATURES 
‘alls the sage counsel of Luke Mc-| Ad-libbing 12 
Luk’. who once wrote, “Do right,| Admen in the Armed Forces 26 
and ear no man. Don’t write, and — — Index = 
a , an.”’ usiness Digest 
. Chain or Sales 22 
~ ¥ 9 | Canadian Magazines 26 
Ths bluebird is chirping, spring | Editorials 12 
‘on the way and all’s right with | Getting tag my 4 : os 
the world. The major league base- | /nformetion for Advertisers 
, -~ | Listening Post 30 
‘all clubs have started to their | Obituaries 3 
1g camps again. | Photographic Review 35 
Rough Proofs | 
Copy Cus. Voice of the Advertiser 20 


| here this 


| 


|cent before the 


Pulp and Paper 


Industry Looks 
for Ample Supply 


Government Control, 
Labor Transport 
Difficulties Loom 


New York, Feb. 19.—Although | 


rigid government controls, trans- 
|portation difficulties and _ labor 
shortages will make their impact 


felt on the pulp and paper industry 
during the next few months, sup- 


plies of book paper and newsprint | 


will probably be ample to meet 
publishers’ requirements for the) 
remainder of 1942, it was reported 


week as representatives 
of all branches of the paper trades 
met for their annual 

Biggest question 
moment appeared to be the pro- 
posed pulp pool, which would in- 
corporate nitrate production needs 


mark of the 


and lend-lease quotas, becoming 
effective April 1. According to 
John Darrow, spokesman for the 


American Paper and Pulp Associa- 
tion, many mills will be forced to 
curtail operations by 10 to 30 per 
end of this year, 
due to the combination of factors 
mentioned above. 

Off-the-record discussions of the 
paper outlook between manufac- 
turers and Washingtor officials 
were said to have developed new 
assurances that sufficient printing 
stock would be available, but the 
increasingly serious transportation 
pinch and labor shortage in Cana- 
dian pulp centers were cited 
negative factors in the _ situation. 
Observers nevertheless insisted 
that, based on the current outlook, 
publishers would face no insur- 
mountable hardships this year. 


as 


Saving Plan Nears 

A conservation program 
newsprint began to take shape at 
a meeting of newspaper publishers 
from all parts of the country, held 
during the paper convention, which 
was presided over by Walter M. 
Dear, Jersey City Journal, and presi- 
dent of the American 
Publishers Association. A resolution 
adopted at the meeting expressed 

(Continued on Page 34) 


for 


Newspaper 


conventions. | 


TAX TIE-UP © 


Mar Rees 


New Pontiac Copy 
Urges ‘Prescribed 
Service’ for Cars 


Dailies, Magazines and 
Business Papers to 
Carry Campaign 


OF Ou 


heed 


| Detroit, Feb. 19.—Using 
| tensive list of newspapers, 
/zines and business papers, Pontiac 
| Motor Division is launching a na- 
tional advertising campaign to pro- 
|mote its new “Prescribed Service” 
| plan for motorists. 

The Pontiac copy will be carried 
|by 114 newspapers in 106 large 
| trading centers using 60, 40 and 30- 
inch space. On the magazine list 
jare Life, The Saturday Evening 


Chesterfield ‘Ads fo nee yg Bagge on 
through November. Two trade 

P| lJ ] publications, Automotive News and 

Play Up Taxes 

. . 

in New Drive 


Motor, will carry two-column lay- 
j}outs each month. In addition, the 

New York, Feb. 19.—-Although 
both Liggett & Myers Tobacco 


campaign being pushed in the 
Company and Newell-Emmett Com- 


“Pontiac Owners’ Magazine.” 
The public’s response to an offer 
pany, its advertising agency, cloaked 
their future promotion plans in 


of a service booklet made available 
through dealers has nearly ex- 
hausted an initial press run of half 
a million copies, the company re- 
ports. Nearly 3,000,000 Prescribed 
Service mailing pieces have been 
great secrecy, the reappearance of purchased by Pontiac dealers to 
Chesterfield copy in newspapers date. 
throughout _the country, for the The campaign is designed to do a 
first time in almost two months, complete selling job on a_ new, 
brought message of good cheer radically different service approach 
this week to publishers and repre- 
sentatives. 
Featuring the theme, “More 
Pleasure for You—More Arms fo1 
America,” 960-line insertions played 
up the fact that Chesterfield pays 


the idea that no two cars are 
driven alike and therefore do not 

more than $2,000,000 a week into 

the U. S. treasury through the 6!s- 


need the same service. The plan 

calls for servicing a car on the 
cent tax per package. In one year, 
the ad pointed out, this contribution 


an exX- 
maga- 


pron \ 
i ‘Chesterield 


vies Chesterfield tax stamp payments— | 
and the defense weapons they would 
purchase—draw prominent mention in 
this new copy, the first for the cigarets 
to appear in newspapers in almost two 
months. Newell-Emmett Co. directs the 
Liggett & Myers Tobacco Co. account. 


is 


a 


basis of what it needs to keep 
going without regard to its mileage. 
MacManus, John & Adams the 
agency. 

Twenty-two representative Pon- 


is 


. tiac dealers from coast to coast 
ae 1,300 two-motored bomb-| were invited to attend a wartime 
ers, 1,485 medium heavy tanks, or) pjanning meeting today and tomor- 
346,666 parachutes. row at the factory. Foremost on 

Iwo major points keyed discus- the program was the subject of 
sions of Chesterfield plans this week | gealer participation in other lines 
among newspaper reps. It was|a, a supplement to automotive 
pointed out, first, that there were | service, Factory merchandising ex- 
no Gefinite peagyr menrennante with te perts advised the dealers and 
spect to either frequency of inser-| answered their questions about 
tion or the length of the campaign; 


new business possibilities. 


(Continued on Page 33) 


Last Minute News Flashes 
Liquor Industry Names Glenn Griswold 


Development of 


New York, Feb. 
program for all branches of the 
mediately, it was learned today, 
wold as public relations director 
age Industries. The 
Institute, American Hotel Associati 
have been formulated but paid spa 


20. 


fo 


Headquarters have been established at 110 E. 42nd street. 


Calvert Schedules First Institutional Drive 


New York, Feb. 20.— The first 
Calvert Distillers Corporation will 
Mercury, Barron’s, 
News, 
and Wall Street Journal, with 
plants and distilleries in the 
agency. 


Business 


Ballard, Claggett Named Gardner Vice-Presidents 


St. Louis, Feb. 20.—Sam M. Balla 


ago from Brooke, Smith, French & Dorrance as copy director 


E. Claggett, radio director who 


General Mills Takes Over * 


Minneapolis, Feb. 20.—General 
“Guiding Light,” 15-minute five- 


off the air since December. 


liquor industry will get under way im- 


for 
group includes the 


Week, 
Chicago Journal of Commerce 
full-page 
Calvert set-up. 

Calvert's regular campaign continues. 


has been 
have been elected vice-presidents of Gardner Advertising Company. 


Mills 
a-week strip, 
an NBC network. The program, for 
Knox Reeves is the agency. 


N. Y. Agencies to 
Merge March I as 
Brown & Spector 


a coordinated public relations 


llowing appointment of Glenn Gris- New York, Feb. -Brown & 
the Conference of Alcoholic Bever-| Spector will come into being as a 
Distilled Spirits Institute, Wine|Me€w agency on March 1, as the 


and others. 
may figure 


mn 
ce 


result of a merger between Brown 
and Thomas and Raymond Spector 
Company. Headquarters will be at 
10 Rockefeller Plaza, New York. 
List of clients will include Schen- 
ley Distillers Corporation, Serutan 
Company, Golan Wines, Block Drug 
Company, Dewar’s White Label and 
Victoria Vat, Journal of Living 
Publishing Corporation, Dentu- 
Grip, Lone Ranger, In:., and other 
accounts to be announced shortly. 

Raymond Spector will be chair- 
man of the board; Stanley A. 
Brown, president; Bennett Bates, 
executive vice-president and copy 
chief; Leonard M. Leonard, vice- 
president; James FE. Clark, art 
director; Dan Rodgers, radio direc- 


No advertising plans | 
in the program later. | 


institutional campaign sponsored by 
break next week in The American 
Nation’s Business, United States 
, New York Journal of Commerce 
monthly insertions stressing 
Lennen & Mitchell is the 


rd, who came to Gardner four years 


, and Charles 
agency ten years, 


with the 


. ° ae ° o tor; Robert E. Moore, sales promo- 
Guiding Light Show tion manager; Thomas F. Hughes, 


will take over sponsorship of 
beginning March 17, over 


merly sponsored by P & G, has been 


market research; Bernard Cirlin, 
consumer research; John F. Hagen, 
media director; and Marvin Mar- 
ley, production manager. 
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N.Y.Banksto 
Start Cooperative © 
Drive This Week | 


Arthur Fisk Retires 
Arthur A. Fisk, manager of the 


advertising department of Pru- 
dential Insurance Company of 
America, Newark, will retire on 


March 30, and his last day at his 
desk will be Feb. 27. He was 
honored at a luncheon on Feb. 20 
at Hotel Governor Clinton, New 
York. Mr. Fisk is a charter mem- 
ber and past president of the In- 
surance Advertising Conference 
and was chairman for many years 
of the insurance group of the Asso- 
ciation of National Advertisers. 


of $325,000 already pledged by 100 
banks, New York State Savings 


cooperative campaign next week in 
35 newspapers’. throughout the 
state. Copy will appear in 25 com- 
munities, and will be keyed to 
“helping the public do its part to 
preserve a sound economy during 
the war.” 

Twenty-one quarter- page ads 


Gearhart Promoted 


Sam E. Gearhart has been ad- 
vanced from advertising manager ; 
to general manager of the North- | are expected to appear in each 
west Arkansas Times, Fayetteville,| paper this year, with plans also 
| under way for a spot radio program 
|as well. The drive will stress the 
functions of savings to help finance 
the armament program, offset in- 
flation, and avoid excess advance 
purchases of products and mate- 
rials. Ruthrauff & Ryan is the 
agency. 


To Heffelfinger Agency 


“Must never have heard of WFDF Flint, | Cooper Safety Razor Corporation, 


, ; . Brooklyn, has appointed the Hef- 
Michigan. Been wying to do a job with | ay ee ine New York, 


Banks Association will launch a| 


to | 


not enough watts and too many kilo- | direct its radio advertising. Lester | 

cycles.” 'Loeb Advertising Agency, New 
i i | York, will continue to handle the 
2 ' account in other media. 


Pabst Starts 
New Campaign 


New York, Feb. 19.—With a total | , 


’ * ' 
Companion 
(Pictures on Page 35) 


Chicago, Feb. 20.—Another prec- 
edent went by the boards today as 
the Woman’s Home Companion hit 
the newsstands with its first adver- 
tisement sponsored by a private 
brewery. The Pabst Brewing Com- 
pany, with 
copy in the March issue 
Companion, directs a sales cam- 
paign at the American housewife on 
behalf of its Blue Ribbon beer. 

Crowell-Collier Publishing Com- 
pany, publisher of the Companion, 
veered from a long-standing policy 
last autumn to announce that it 
would accept beer advertising in 
the publication with one reservation 


—the right to censor copy to con- | 


form to its standards. Subsequently 
copy for the Brewing Industry 
Foundation appeared in the maga- 
zine. Up until the current issue, 
however, the Woman’s Home Com- 
panion has carried the advertising 
of no individual brewer, a_ policy 


PosT-WAR 


very well 


customers. 


there is still such a thing as customer loyalty. 


able today. 


less frequently. But 


tomorrow. You can do. that 


SOUTHERN HARDWARE. 


marily to the hardware jobbers. 


tion and price control orders and regulations. 


and the American Hardware Manufacturers 
Orleans, April 20-23. If. 


Forms cli SC March 


publication. 


CUSTOMERS 


years of careful development of good will, friendship and loyalty. 


Association, 


It's your logical medium for selling 


x GRANT BUILDING. ATLANTA. GEORGIA 
BOTTON ® ELECTRICAL SOUTH © SOUTHERN POWER AND INDUSTRY © SOUTHERN AUTOMOTIVE JOURNAL 


- established manufacturer selling through the wholesale and re- 
tail hardware trade has one invaluable asset—his list of wholesale hardware 


They represent years of patient cultivation, years of good service, 


If those cus- 


tomers are neglected today, they can’t be regained or replaced tomorrow. 


This is particularly true in dealing with the southern trade—for in the South 


Perhaps you may not be able to take care of all the business that is avail- 
Perhaps your salesmen are calling on these valuable customers 
it’s highly important that you continue to show your 
interest in these good customers, and your desire for their business today and 


effectively and economically with space in 


Southern Hardware Jobbers’ Issue—April, 1942 


Our largest and most important issue of the year, this is one directed pri- 
There will be articles by leading southern 


jobbers, surveys of jobbing problems, latest information on priority, alloca- 


This issue will also contain advance information on, and will be distributed 
at, the annual joint convention of the Southern Hardware Jobbers Association 


to be held in New 


SOUTHERN HARDW ARE covers both the retail and wholesale hard- 
ware trade of the South thoroughly, and reaches more than twice as 
many retail outlets in this section as any so-called national hardware 


and keeping sold 


this great and growing hardware market! 


HARDWARE. 


full - page, four - color | 
of the| 


|launched a new theme, “Just the 


| spreads in national magazines. 
| “kiss 


f 


ADVERTISING AGE February 23, 1942 


followed by all leading national | 


women’s magazines 

The first of an extensive series of | 
Pabst ads to appear in the Com- 
panion, all full pages in color, tells 
homemakers “How to blend more 
man appeal into buffet suppers.” 


'A suggested menu includes ranch 


house chicken, assorted cheese, a 
salad, and Blue Ribbon beer. Boxed 
directions are given for the chicken | 
dish, salad bowl, and the Pabst 
product carefully iced in a large 
cake tin. The slogan, “33 fine brews | 
blended into one great beer,” ap-| 
| pears at the bottom of the adver- | 
| tisement. Lord & Thomas, Chicago, | 
|is handling the campaign. 


Based on Buffets 


| The drive is based on the belief 
|that curtailed auto travel, as a re- 
| sult of the war, will stimulate more 
|home entertainment. Beer is con- 
sidered a “natural” for buffet meals 
served in the home. Other ads in 
| the series to run through the sum- 
/mer months, will promote other 
‘food items along with Pabst Blue 
Ribbon. 

A Pabst competitor, Jos. Schlitz 
| Brewing Company, will also extend 
its new campaign in national maga- 
zines to the Woman’s Home Com- 

panion shortly. 


SCHLITZ LAUNCHES “KISS 
OF HOPS” COPY THEME 
Milwaukee, Feb. 19.—Using out- 


door technique in magazine copy, 
Jos. Schlitz Brewing Company has 


kiss of the hops,” with four-color | 
The 
of the hops” will be the 
| brewery’s 1942 copy theme. 

The new Schlitz advertising made | 
its debut in a spread in Life earlier 
this month. It appears in Collier’s | 
for Feb. 21, and will run in the 
March 28 issue of Liberty. The 
first 24-sheet posters utilizing the 
theme have already been erected. 
Later, the theme will be used in 
smaller space in other national 
magazines, including a four-color | 
advertisement in Woman’s Home | 
Companion. 

The “kiss of the hops” empha- 
|sizes that Schlitz is not a_ bitter 
beer. Initial copy claims that 
“Schlitz methods of brewing con- 
trol capture only the delicate flavor 
‘of fine selected hops—then discard 
the hops before their bitter end- 
taste is reached.” 


McJunkin Advertising Company | 


directs the account. 


‘AFA Plans National 
Round Table in June 


The 38th annual convention of | 
of 


the Advertising Federation 
America, scheduled for the Com- 
modore Hotel, New York, June 21- 
24, will be conducted as a “National 
Round Table on Advertising in War- 
time,” J. A. Welch, vice-president, 
Crowell - Collier Publishing Com- 
pany and AFA president, announced 
| last week. 

| The meeting will set a new pat- 
tern in AFA conventions, he said. 
with oratory “cut to the bone.” 
Among the exhibit features will be 
a review of recent U. S. advertising 
'as well as copy developed in Eng- 
land and Canada since the war be- 
gan. 


Postpones Opening 

The 1942 exhibition of advertis- 
ing art at the Art Institute of Chi- 
cago will not be opened unti’ 
March 9, due to the number of 
entries. Fred Boulton of J. Walter 
Thompson Company, Chicago, 
chairman of the committee 
charge. 


is 
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3. LIVING ECONOMIES cisence of fue! and heary 


slothing bills — will enable you te operate your 


ore first rate in every respect. cam eccommedete 
hundreds of odd..caa! students. 


$0 there ave plenty of inducements over and above Miami's well mown 
climate. recreational facilities. health building sunshine and world tamed 
tropic scenery im faver of moving to Miami “ler the duration”. Youll be 
Bere than welcome Come on down 


Aton 


Soon after President Roosevelt invitec 
those not actively engaged in war wor: 
to get out of crowded Washington, th: 
Miami Chamber of Commerce took thi 
newspaper space in the capital to offe 
the inducement of surplus accommodea 
tions, a well-known climate and living 
economies "for the duration." 


Asheville Invites 
Capital Crowds 
to Move Down 


Asheville, N. C., Feb. 19.—An 
invitation to residents of over- 
crowded Washington to investigate 
the attractions of Asheville as a 
home is the theme of a series of 
advertisements which broke this 
week in the Washington Post. The 
campaign is sponsored by the Ashe- 
ville Chamber of Commerce and is 
being handled by W. H. Davis, Ad- 
vertising. 

Realization of the acute housing 
conditions in the capital, empha- 
sized by President Roosevelt's 
recent suggestion to his press confer- 
ence of a headline asking Washing- 
ton dwellers “Are You a Parasite?”’, 
prompted placing the space. The 
opening ad, 5 columns by 12 inches, 
contrasts the hurried, overburdened 
capital with peaceful, uncrowded 
Asheville. Appealing all-year cli- 
mate, scenic grandeur, nearness to 


Washington, excellent public and 
| private schools, surpassing civic, 
|church and cultural advantages, 


_and varied sports and recreational 
opportunities are some of the at- 


tractions stressed. Appeal is di- 
rected primarily to those not held 
strictly to the Washington area by 
pressing defense duties. 
Will Broaden Drive 
The initial 60-inch ad, which ran 
Feb. 16, is being followed with a 
twice-a-week schedule of smaller 
displays. As results justify, the 
campaign will be broadened in 
Washington and extended to other 
Eastern cities, according to James 
B. Keith, chairman of the Cham- 
ber’s advertising committee. 


Seven Join CCA 


Controlled Circulation Audit, 
New York, has added the following 
to its membership: Pacific Fac- 
tory, San Francisco; Western !n- 


dustry, San Francisco; Self-Service 
Grocer, New York; Wine ad 


Liquor Retailer, New York; Wor'd 
Petroleum, New York; Sugar, N 
York; and Drilling, Dallas. 
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CBS Trims Time 
for Commercials 


on News Programs 


New York, Feb. 19.—Cutting the 
amount of time permitted for com- 
mercials by 20 per cent, Columbia 
Broedcasting System this week in- 
augurated a new set of wartime 
standards for sponsored news 
procdeasts in order that “their use- 
fulness shall not be impaired in 
any way.” 

Other effects of the new stan- 
dards are to bar lengthy opening 
commercials, to make sure that ad- 
vertisers’ messages are _ properly | 
distinguished from the news con- | 
tent of the program, and to sur-| 
round the entire broadcast with} 
“appropriate decorum.” 

In the past sponsors of all 15- 
minute programs have been allowed 
two minutes, 30 seconds of adver- 
tising during evening hours and| 
three minutes, 15 seconds during 
daytime hours. Under the new 
rules for sponsored newscasts, 
these periods will be cut down to} 
two minutes evenings and two 
minutes, 36 seconds daytime. Like- 
wise, commercials during 10 and 
five-minute evening newscasts will | 


be limited to one minute, 28 sec-|| 


onds and 56 seconds, respectively. 
Middle commercials will be per- 


mitted only in news programs of || 


10 minutes or more, at the net- 
work’s option, and are considered | 
“inappropriate” in a_ five-minute 
newscast. 

Limits on commercials in spon- 
sored programs other than news- 
casts remain unaffected. 


“Better Homes” Prices Up: 


Rates Unchanged | 

Effective with the April issue, the | 
newsstand price of Better Homes & 
Gardens will be increased to 15) 
cents, and the subscription price 
will be increased to $1.50 for one 
year, $2.50 for two years, and $3 
for three years. Advertising rates 
remain unchanged. 

In announcing the circulation 
increase, Meredith Publishing Com- 
pany reported that despite discon- 
tinuance of its circulation field 
selling organization over a year 
ago, January, 1942, circulation was 
2,550,000, compared with a_ six 
months’ average for the first six 
months of 1941 of 2,408,813. De- 
cember, 1941, newsstand sales to- 
taled 608,000, while the average 
for the first six months of 1941 was) 
530,520. The latest figures for both | 
total and single issue sales are also | 
higher than the average for any) 
period back through 1939. 


Cleaner to Buckley 

Bornot, Inc., Philadelphia cleaner 
and dyer, has placed its account 
with Earle A. Buckley Organization, | 
Philadelphia. 


“MEET THE PEOPLE” 


"ty we haven't introduced Charlotte 
“ewart to you before, we simply don’t 
“ow. For to a great many people, 
ante s pleasant voice is the voice of 
~. tley-| ement. With unruffled serenity 
“ctlotte presides over a switchboard of 
_* ‘unk lines and many inside exten- 
sy which seem always to be buzzing 
; flas! ing at once. Between times she 
“els visiting clients and suppliers. And 
een those times she’s learning to 
“i a bit of Espanol. Try your college 
*enish on her next time you call! 
- . . 


ays to consult us in advance when 
‘ning advertising mailings. Regula- 
": are complicated. Failure to comply 

them is expensive. Your whole mail- 
“May be held up or you may pay a 
“dless]) high postage rate. To be safe, 
- the work over to us. Better still — 
“ hendle direct mail planning. pro- 
~ and distribution for you. Buckley, 
oy ne: 1300 Jackson Blvd., 
co, roe 6100. 


“Conversion 


oe a Washington Post front page editorial 


“+, shook the government's complacency and stirred 


Washington into action—all in the space of 
twenty-four hours. 


HURSDAY MORNING, Feb. 12, The Washington Post published a front 

page editorial with this keynote: J’he Post submits that if there is any one 
industry in this country which needs conversion to a wartime basis it is our 
government, 

Duplication and waste in Washington are a public scandal, cried the editorial. 
Merge! Curtail! Save men and money by eliminating duplication and unnec- 
essary functions! And The Post named names—NYA, CCC, Railroad Retire- 
ment, OCD. 

At 8 that same morning CBS' commentator, Eric Sevareid, spoke of The 
Washington Post's editorial on the "News of the World" broadcast: ‘Criticism 
of Washington's organization for war is coming, not from traditional political 
opponents alone. An example is this morning's edition of The Washington Post. 
This paper is normally one of the strongest supporters of the Administration. 
Today, in strong terms, it demands what it calls the ‘conversion of the govern- 
ment. Conversion as the auto industry was converted, to war time uses. It 
wants federal agencies melted down, unified and simplified." 

By 9 The Washington Post's phones were jingling as government officials and 
plain people alike called in their enthusiastic approval. On Capitol Hill the 
editorial was ordered reprinted in the Congressional Record. ‘The Post seems 
to have taken the lead in proposing a practical method of getting rid of the 
parasites and deserves a lot of credit for it,'' said Rep. Taber, of N. Y., and 
other Congressmen joined in agreement. House Military Affairs Committee 
Chairman May said flatly, "It is straight up to the President. He can do it." 

At the White House the President read the editorial, discussed it with Secre- 
tary Stephen Early, who announced that the President would comment at his 
press conference the next day. 

The New York Herald Tribune reported the excitement. So did Albert 
Warner on his evening broadcast. Scores of Washington correspondents wired 
their home papers. 

Friday at 10:30 A.M., scarcely more than 24 hours after the President had 
first read The Washington Post's editorial, reporters crowding into his office 
heard that an order had been issued directing the transfer of employes from 
overstaffed agencies and putting them into agencies handling war work. 

The right idea told in the right place produces results. 


& Washington Post 


s Home Mc a Newspape 


Scolaro, Meeker & Co. George D. Close, Inc. 


IO 


REPRINTS OF THE WASHINGTON POST EDITORIAL AVAILABLE ON REQUEST 


i . ; : : : ; a s 
es be A  * Ge A us ry J ; Tae ss i py i ry We: i ne ee fe @ 
eee pe as Pale a. : ene : : ae ee : Ds. Aaa ae eae 5 . j ae i : ‘ ee, hte oo ate re ie ie #y 2 Mk : . soa me pit a J Be. s en Grae ; 
a ” s , * : . ‘ 
a ey 
—_ eee eee ae at 
a oO EEO — a ci 
a 
’ Bee 
ee 4, 
5 ie a 
Sy 
Po . - 
ae : 
: 
iii ’ i 
a > 
ae e a 
et Ae 
i: : 4 3 . ’ % 
, r , = ’ oun = 
- ie 
x .« * a es ie. ie OE 
va & ey see sn 4 
‘ < - 7. oe we “a — ae 
ay ae a : — ; cas a ae an ie 
eee ; : ee oa ' Ras ee ee 
oon oH 7 —_— °°  » foe ‘ pee ae gre 
sa 5 , oe ee % s ‘ Pe eo ih? iia: 
x; ye . ' . Pee cioghes tet : a 
ae RE ne re ae } ‘lia 
Os a oe eS = cect ue hen” 5 aaa 
P* 24 ae ee le ee prer- alain = Bes a 
— soe Me te “a 
. SE. ee Seer oe ne eed sy Pen mo, a , a ie 
» a ae” ey a al ee. 3 
ioe RY: iw a ea nee - ae ers a x, i “ i ee 3 
_. eae =} a = eer aN < Be 
aaa : - ae mA. : .s ae gee q eG 
ai? : SS : = ba a it “ “er 
: + Se ay ’ ets a” a ial 
pa & 2\ ee 7 
- ae es = A ¥i ey ad s 
i . + en ae _ a sera a V rit ri 
’ cw. o pe a iii 
ee oo, ie oe ve =i 008 
ae ue: le Se : wee a 
cst cans. © bes 2 i alge 
- om &. $ "wrnege ; Se . : : | , | 
o ca in ei Ae RRR tie 
f. a Fey dn ca < 4 he a ve ee i ae 
« ots: gut © i Se ke rg 
<¥ Ne seas . = . ae aa Sy = oe a iy 
ol é 4 + a assem Bek one s ‘ rs 
+ , 

* a 
ae 
ad 
ee 
Et 
eae. 
au . 
Eo 
ae se 
io eth 
a eh 
ety 
5 ee 

F My 
a ee 
> ag 
ee 
ma. 
a e 
Se aed 
Be. ai 
tae ee 
=f 
Sie 
ae 
ba ‘ul 
> Pigee 
oS 
= 
| ae by 
ra 
| | 
| : oe a ist 
‘ 2 oe 
. Pe? 
Pa 
ale 
—  - 5 : ak ae 
=< 
7 | | 
Z mw 
- 1’ \ ‘ 
$i : : . 
‘ , 4 5 = 3 
” ss a 
pol 
fee 
re 
sed 
ee 
4 
| : 
ay 
as 
— 
a 
et 
ad 
2 Ee 
] 
: tia 
: sborn i 
- 7 ————— rrr oa 
ante 5 
»¥ es * 
Ya ’ ay, 
ee, oe ie Re RAR Bere — 7 * 2 ges. ? b w te ae see ers 3 ve Gee SE og Ne. fi ees" ag oe ‘ os A 5 es nf me. EE. 5 Ws Nee? 
by eee a a Z : Sad . Ltt. ae ; 2 : 8 bo > . ie sae ; st BN = | ee eR Terk wrt gts es oh is 
! oe te oF. Gis ih ee to ~*~ 4 a BK: Se ‘ oe a E : ee “: a gt Me © Pads a Maen, iis, eS tales, Pre ae aw : ‘ 7 ry Aes be aT ee eee 
: + aie Bef: = . eae ay tape & rat: ra ’ a ee Me oe es e Spy +: a az hs Poe Ping my BP Soe RN, fe ‘ 2 glides o: ay a sats oi Sr, Per: a Se: aka’ tt wets Soe 
he a ete =f kg ee eae ‘ae J ge. e+ eee {> ery iets = E “ +e brie eee are enue sy ; , Cit pe ean a Nae 4 ee eee ah re os oe 3 Se th 
- a y y ae. Ss a te, Slane Oa Se ee Me ES itis oa oat i ae a tiie A LM etre tig ged aS i ey eS a zs EF aE 


4 


2 ea ek ini Ga 


February 23, 1949 


Radio Holds Edge | 
During Emergency, 
NAB Report Claims 


Hold Steady, Spot Sales 
Decline 


Washington, D. C., Feb. 19.— 
Radio is in a relatively better posi- 
tion than competing media under 
war conditions, the National Asso- 
ciation of Broadcasters asserted 
today, in forecasting that network 
advertising will remain about the 
same, that national spot sales may 
decline slightly, and _ that 
business will increase. 

The assertions were made in a 
brochure issued by the 
partment of broadcast advertising 
under the title “War-time Radio 
Advertising.” It represents a revi- 


Effect of Priorities on Radio Ad- 
vertising,” issued last September. 

In discussing radio’s 
outlook, the point is made _ that 
radio has never been a major me- 
dium for durable goods, which 
have been hard hit by priorities 
and other war developments. “Out- 
door advertising, national maga- 
zines and newspapers will feel the 
effects of advertising curtailment 
in this field more seriously than 
will radio. 
rived its chief revenue from 
field of optional goods, and thus is 
in a relatively better position than 
competitive media,” the brochure 
declares. 


Motor Outlook “Not Black” 


NAB minimizes the effect of the 


advertising, only 8 per cent of all 


nouncements were in this classifi- 
cation. Since passenger car pro- 


of this total, and a large propor- 
tion of oil accounts and garage and 
service 
be continued, the outlook is 
from black even in this field. 

Since sugar rationing has hit the 


far 


soft drink field, there have been 
predictions that radio would lose 
much of its revenue from this 


source. NAB, however, looks for 
“no substantial reduction in adver- 
tising, except in the case of a few 
newly-marketed products which 
will probably be withdrawn, such 
as Spur. The net result will prob- 
ably be that those companies, in- 
stead of materially increasing their 


will 
the 


year, as they had _ planned, 
probably continue at about 
1941 level.” 


Despite the favorable experience | 


to date in Canada, NAB expects 
that national spot business may 
show a slight reduction. Compen- 
sation for accounts lost through 
priorities will be promotion of new 


Network Advertising to. 


NAB de- | 


sion of a publication called “The | 


business | 


Radio has always de-| 
the | 


automobile shutdown. During May, | 
1941, a peak month for automotive 
programs and 9 per cent of all an- | 


motion represented only a fraction | 


station announcements will | 


advertising appropriations over last | 


| products. Major soup companies 
are cited as an example. Accord- 
ing to the brochure, they “are re- 
| ported rushing plans for the intro- 


| duction of dehydrated soups, in the | 


| face of reduced allotments of 
| metals for cans.” 

| “These new products will be 
|heavily advertised,” says NAB. 
'“Such sponsors are automatically 
changed from the ‘competitive’ or 
‘retentive’ to the ‘pioneering’ stage 
of advertising, and experience 
shows that more money is tradi- 
tionally spent on pioneering a new 
product than in the later stages.” 


Cites Paper Shortage 
The forecast of increases in the 
local field is based on Canadian 
and Australian experiences, plus 
the increased purchasing power of 


ADVERTISING AGE 


the average U. S. family. 

NAB also expects radio to profit 
from “the expected paper shortage 
and the resultant rise in direct- 
by-mail costs as well as_ space- 
media costs. Newspapers will be 
further handicapped by the ban on 
purchase of cars and tires for 
rural delivery. Many department 
stores and other local merchants 
depend for an important part of 
their gross on rural trade, which 
may soon be inaccessible through 
newspaper advertising.” Comment- 


NAB said “The situation is so 
serious that the ANPA is reported 
to have approached the _ postal 
authorities for a relaxation of the 
rules to permit rural newspaper 
delivery by mail.” 

NAB sums up its report by say- 


ing further on newspaper troubles, | 


ing, “The present outlook for radio 
advertising is favorable. No one 
will attempt to predict what may 
happen six months from now, but 
at this time there seems to be no 
reason for undue alarm.” 


Marlin Adds Simler 


W. E. Simler, formerly  vice- 
president of U. S. Camera Publish- 
ing Corporation, New York, has 
joined the industrial division of 
Marlin Fire Arms Company, New 
Haven. 


Names 3 Vice-Presidents 

Hixson - O’Donnell Advertising 
New York, has announced the elec- 
tion of three vice-presidents: Joel 
M. Nichols, Jr., in charge of copy; 
Thomas E. Orr, publicity; and L. B. 
Van Doren, radio. 


Thre 


e Join McCarty 

Fred F. Hubler, formerly adver. 
| tising manager of Petroleum Rectj_ 
fying Company and Tretolite Com. 
pany, Houston, Tex., has joined the 
McCarty Company, Los Angeles 
as account executive. Byron 
Brown, formerly Los Angeles man. 
ager of Gerth-Knollin Advert sing 
Agency, has joined McCarty as ae. 
count executive, and Ford C. Ve. 
Elligott, formerly on the advertis. 
ing staff of Western Auto Supply 
Company, Los Angeles, has jo neg 
the agency as junior account ex. cy. 
tive. 


a 


ne 


Mu-Switch Appoints 

Mu-Switch Corporation, Car on, 
Mass., precision electrical switc es. 
has placed its account with Fr: k- 
lin Bruck Advertising Corpora: on, 
|New York. 


local 
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said the ketchup 
to the mattress 


.Y 


( SUPERB 
ART-CUPY 


A Chromart Colorprint from 
Kodachrome is the best that 
money can buy. 


It possesses full art-copy qual- 
ity, as required by makers of 
fine color plates. That is why 
leading agencies rely on our 
print service. 


A Chromart can be dramat- 
ically displayed, retouched, 
pasted into artwork. A 
Kodachrome cannot. 


Prices start at $38. Investi- 


gate! 


PHOTUCHROME 


837 North Fairfax, Hollywood 


Overnight by Plane 
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] “It’s a food magazine, | tell you,” said the Heinz 
Ketchup Bottle. “I know. My company took a 
4-color double in it, merchandised the daylights out of 
it, and 60,000 displays went up in grocery stores. My 
sales zoomed—in some stores they went up over 200%. 


’” 


? “Don’t be silly,” said the mattress. ‘When we (00k 
a spread to advertise Simmons Beautyrest Mat iress 
last September and merchandised that to our trade, W® 
had the largest monthly volume in over ten years! | 54Y 


it’s a house-furnishings magazine.” 
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of the education of those who are 
leaders in the molding of public 
opinion. We must time our adver- 
tising approach so that it does not 
insult their intelligence, and we 
must turn all our well-demonstrated 
ingenuity and capability to the task 
of making 
interesting.” 

Miss Flanley' discussed three 
major techniques for keeping brand 
names before the public in cases 
where the products 
available for the duration: tell the 
story of why the product is not 
available for civilian use—‘a patri- 
otic yet factual appeal which cannot 
but meet with public acceptance”; 
aling to the average 12-year-| use the conservation appeal to sup- 
intelligence.” If the advertising| plant the sales theme; and tie in 


Borden Director 
Advises Admen 


New York, Feb. 18.—Advertisers 
mu:t cast aside “old analyses and 
old justifications” if they are to 
meet the challenges presented by 
the war economy, Mabel Flanley, 
con-umer relations director, Eastern 
div sion of the Borden Company, 
deciared last night before a clinic 
spo 1sored by General! Printing Ink 
Cor poration. 

Among the concepts she _ rele- 
d to limbo was the “old rule of | 


gal’ 
ap} 
old 
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“we must recognize the importance | demonstrated by the support ac- Justice to Permit 


corded the nutritional program by 
national advertisers. 

Advertisers, agency and media 
representatives who attended the 
meeting also heard talks by Bar- 
bara Daly Anderson, director, Par- 


ents’ Magazine consumer service 


informative advertising| bureau, and Anna Steese Richard- 


son, consumer relations consultant 
|with William E. Rudge’s Sons and 
‘formerly with Crowell-Collier Pub- 
lishing Company. 


will not be) 


Spooner Resigns 


John A. Spooner has resigned as 
advertising manager of American 
| Viscose Corporation, New York. 
Alfred C. Werner, assistant general 
sales manager, has been appointed 
temporarily to supervise the com- 


, secure 


Joint Carrier Action 

An exchange of letters between | 
Attorney General Francis Biddle| 
and Director Joseph B. Eastman of | 
the Office of Defense Transporta- | 
tion has resulted in agreement on 
a policy to be followed by the Jus- 
tice Department in applying anti- 
trust laws to common carriers dur- 
ing the war emergency. 

Joint action by carriers, when 
requested by ODT to further the 
war effort, will be permitted so} 
long as it is not used “as a cloak | 
under which private groups may| 
permanent control over 
competition in the transportation 
field.” The attorney general, how- 
ever, reserved the right “to insti- 
tute civil actions to enjoin the con- 
tinuing of acts or practices found 
not to be in the public interest and 


Music Instrument 


Industry Hit by 
New WPB Ban 


Washington, D. C., Feb. 18.—The 
$50,000,000-a-year musical instru- 
ment industry felt the impact of 
war today when the War Produc- 
tion Board ordered sharp curtail- 
ment of the use of critical materials. 
Only radios, phonographs and com- 
binations, which are covered in 
other orders, are exempted. 

The program covers the March 1- 
June 1 period. Manufacturers of 


ession is to exist, she declared, | directly with defense projects, as both instruments and accessories 
will be restricted to 75 per cent of 
average 1940 consumption for a 
similar period of 14 scarce materials, 


pany’s advertising activities. persisted in after notice to desist.” 


‘ ite in the case of products containing 
- + peeies 
idea eth \ : ; less than 10 per cent of these mate- 
“" ; = \"\™ : rials by weight. 


For instruments and accessories 
rs containing from 10 to 25 per cent 
ao | scarce materials, they may use up 


to 65 per cent of the 1940 rate, and 
up to 50 per cent on products made 
with 25 per cent or more of scarce 


| . materials. The maximum rate for 
Q \ 4 | all spare parts is 75 per cent. 
| ty gaeses i} | List Is Extensive 
3 . { 

\ — \ Hy oer 7 | How hard the order will hit the 
: — Hitt sit industry is not known here, since it 
—¥ —1 tt | depends in part upon the ingenuity 
— sisisseessees + | of each manufacturer in finding 
— — substitutes for materials on the re- 
paneeame UbieasmeiuniY stricted list. That list includes iron, 
* —— ==" | steel, magnesium, aluminum, nickel, 
ooo ————_ | chromium, rubber, copper and cop- 
a eeiites —— /per base alloys, tin, lead, zinc, 
seen 1H | | phenol formaldehyde plastics, neo- 

= t ~ t | prene and cork. 
i ——— +t Finding substitutes outside of this 
“ it range promises to be a tall order, 
| = + r and of course there is no guarantee 
mi pane — nee | that manufacturers will be able to 
| a | } obtain critical materials even in the 

——— tas reduced quantities permitted. 

————— The industry has had factory 
—— | sales ranging between $40,000,000 
a and $50,000,000 in recent years. Its 
. ee manufacturing facilities are not 
= . readily adaptable to war work, 


although some contracts have been 
granted and more are being sought. 


“You're wet,” said the dry shaver. “Last fall our 
two new Schick Dry Shavers made their debut in this 
magazine and we offered a new shearing head for your 


Then the shirt (who had till now kept mum) mur- 
| mured, “Pardon me, boys, but I think you're all a 
littlecuckoo! WhenI announced my dandy‘Candy Stripe’ 


to Modify Claims 


Penn Tobacco Company, Wilkes- 
Barre, Pa., has entered into a stipu- 


Arrow Shirt and advertised it in this same magazine,WE_ old shaver at $3. In one week, sales of those new heads lation with the Federal Trade 
: : : ,/Commission on advertising claims 
‘ had the largest dollar volume of any promotion in ten doubled. In two weeks sales rose two and a half times | 5 ')/iinipston oN Fa gn Bre 


years! I say the Post is really a men’s wear magazine!” normal! Why, the Post is a drug products magazine!” = and_Juleps cigarets. 


The advertiser agreed to cease 
| representing that the tobacco 
smokes 25 per cent cooler than 
soe | competing brands and never bites 
nd ' z | the tongue or stings, and to stop 
arte = using the phrase “forget your 
‘ iyi / cough” to advertise Juleps in a 
. i ath way which implies the cigarets are 
z hh AWUEKWAS |a treatment or remedy for coughs. 
+4 “4 4 | Le # — —— 
beitgiss ee ‘Moves to New Offices 
” is | Smith, Taylor & Jenkins, Pitts- 
a ® 4 burgh advertising agency, has 
: moved from Vandergrift bldg. to 
5 H | the Benedum-Trees bldg. 
ees 1 SELLER 
Fz ! | | | 
7 ' i| ‘ e 
- i | Npeererrees lf Reprint 
4 ,' | | t a “. 
4 ses \| \ i| | ae! == + = 
ee - === A 
) - 44 BSss=:: ) E M N ) S 
: weet mo SS==:: . 7 
, : mei betsets: are driving 
a i m d 
S855 2:8 isaee ¢) u a 
2° 4 , 4 
oath offers a solution! 
=. rat = Food advertisers are being be- 


sieged by consumer groups re- 


S= questing vast quantities of 
recipe books and other litera- 
ture. We can reprint such 

| ts ” ee printed pieces the Newscolor 

k A Says who?” interrupted the record. When my a tae cee ar 

38 folks advertised our new $1 RCA-Victor Long Life small fraction of original print- 

e Needle, told people to go to our dealers, get a certificate, ing cost. Write for details. 

y WB and mail it in with 25¢—whew! Last time I counted, SHOPPING NEWS 


we'd actually received more than 16,000 quarters!” Rewscotr Division CLEVELAND 
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Emil Mogul Adds Green America came to the fore anew. 


Walter Green, formerly radio di- 


rector of J. M. Korn Company, 
Philadelphia, has joined the copy 
department of Emil Mogul Com- 


New York. 


“Click” Names Chellas 
Allan Chellas, formerly manag- 
ing editor of Parade, has been ap- 


pany, 


pointed editor of Click, New York. 


ie “cone 


< > Aci! 


PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 


Near Decision 
on U. S. Lease 
of Shortwave 


Washington, Feb. 18.—Decision 
on a proposal for the leasing of all 
American shortwave broadcasting 


facilities by the federal govern- 
ment was reported in the offing 
here this week, with estimates 


placing the project’s initial budget 
at $1,000,000. Sixteen hours of 
daily time would be allotted the 
Office of Coordinator of Informa- 
¢ | tion (Donovan committee), whose 
.| efforts are directed to Europe, Asia 
/and Africa, and eight hours to the 
Office of Inter-American Affairs 
(Rockefeller committee), which 
services Latin America. 

It is understood that under 
|plan the Donovan group would 
spend about $700,000 and _ the 
Rockefeller committee about $300,- 
000. Discussions between  repre- 
sentatives of the two government 
agencies and owners of the 11 short- 
wave stations involved are ex- 
pected to produce tangible results 
very soon. 

Elsewhere’ on 
front this week, the oft-reported 
|plan calling for distribution of 
| 1,000,000 radio receivers in Latin 


the 


the 


Despite the fact that domestic radio 
receiver production must be wound 
up in the near future, there were 
indications that the War Produc- 


|tion Board might permit the manu- 


'facture of parts 


| improvement 


shortwave | 


needed for the 
of Latin American 
listening facilities. One suggestion 
advanced pointed out that produc- 
tion of these shortwave receivers 
might take up the employment 
slack that appears certain. until 


such time as the plants can be fully | 


converted to war production. 

It is understood that the receiv- 
ers to be sent south would retail 
at about $20. All are to be of uni- 
form design and most assembling 
would be handled at Latin Ameri- 
can plants of leading set manufac- 
turers. 


Stations Up Power 

Station WRNL, Richmond, and 
KGKO, Fort Worth, Blue Network | 
affiliates, are now operating on 
power of 5,000 watts, having hd 
creased their night power from 
1,000 to 5,000 watts. 


Winner to Rex Ceder 


Winner Mfg. Company, Trenton, 
maker of water sports and life sav- 
ing equipment, has placed its ac- 
count with Rex Ceder Advertising, 
New York. 


DETROIT 


Concentrating your efforts on the 


A.B.C. City may be 


markets, but not in Pittsburgh! 
For unlike other big cities, by far 


the largest propor 
market's population 


CLEVELAND _ ST. LOUIS 
A COMPARISON OF EACH MARKETS PERCENTAGE OF POPULATION OUTSIDE THE A.8.C. CENTRAL CITY 


MARKET HAS SO GREAT A PROPORTION OF 
ITS POPULATION OUTSIDE THE *A.B.C. CITY. 


*A. B.C. Cities of 1,000,000 population. 


fine in most 


tion of this 


is out in its paper. 


BOSTON 


% 


‘ea ee 


PITTSBURGH 


184 Suburbs, within an approxi. 
mate 50 mile radius. And in these 
Suburbs the Post-Gazette has 
over 50% More Coverage than 
any other daily Pittsburgh news- 


The Post-Gazette is FIRST in Pittsburgh in Total Daily Circulation 
—FIRST in Retail Trading Zone Circulation 
—and SECOND in City Circulation 


Pilishurgh Post-Gazette 


REPRESENTED WATIOWALLY BY PAUL BLOCK AND ASSOCIATES 


AMERICA’S GREAT MARKETS — ONE OF AMERICA'S GREAT NEWSPAPERS! 


TO HIT HIGHWAYS DESPITE PRODUCTION BAN 


General Electric Co. will place this new 

graphing Corp., on main U. S. highways about March | in spite of the fede. .| 

edict banning all refrigerator production after April 30. Outdoor advertisi: 5 

is part of an extensive consumer campaign planned for 1942 (Advertising Ac 

Feb. 2), and indications are that the program will not be changed. Maxon, In 
is the agency. 


Manufacturers of 
Refrigerators fo 


Take on War Work 


Washington, D. C., Feb. 17.— 
Complete cessation of all refrigera- 
tor production after April 30, 100 


| per cent conversion of the industry 
| to war work, and the freezing of all 
stocks except limited quantities in | 


the hands of retailers has been or- 
dered by the War Production Board. 

The refrigerator pattern follows 
closely that established for automo- 
biles and tires, although rationing 
plans have yet to be worked out 
and a formal order declaring a 
blackout on production April 30 re- 
mains un-issued thus far. Until 
April 30, the industry is permitted 
to make three times the existing 
production quota, or 489,000 units. 
With other stocks, these will form 
a pool of about 750,000 refrigerators 
for allocation to meet military and 
essential civilian needs. [Broad 
outlines of this order were predicted 
in the “Listening Post” column, 
AA, Feb. 2.] 

Manufacturer stocks were frozen 
immediately. Retailers will be per- 
mitted to sell one-twelfth the num- 
ber of new refrigerators they sold 
in 1941, or 100 boxes, whichever 
is the larger, after which the freeze 
order will apply automatically to 
them. Manufacturers or distribu- 
tors may sell, lease, trade, lend, 
deliver, ship or transfer new refrig- 
erators only under specific authori- 
zation by WPB. 


Built with Advertising 


Enlisted thus for the duration of 
the war is an industry which has 
been a phenomenon of the _ post- 
World War I era. There was little 
production before 1926, but factory 
sales last year numbered 3,700,000 
units worth $280,000,000. The in- 


dustry has provided one of the most | 


convincing demonstrations of the 
power of advertising, its rise having 
been accompanied by concentrated 
advertising which constantly wid- 
ened the market. 

Although the fate of thousands 
of dealers remains as uncertain as 
that of tire and automobile retail- 


poster, prepared by Continental Lith). 


'that warehouse facilities may 


tion deadline with materials no\. jn 
inventories, but relief may be 

anted in cases where it is shown 
that only a small amount of sc:rce 
materials is necessary to do the job 


No restrictions on spare parts | ave 
been imposed or are expected. 
Agrees to Modify Order 

WPB has agreed to consider an 


industry proposal that the freeze 
order be modified to permit sules 
or deliveries of new models by 
manufacturers to distributors so 
be 
used more widely. The order de- 
fines a new refrigerator as one that 
has never been used by an ultimate 
consumer. 

Conspicuous by its absence was 
any mention in the WPB edict of a 
“Victory” model. It is believed that 
this means the idea has been dis- 
carded, just as it appears to have 
been dropped in the automotive 
field. 


Postage Saving 
of $10,000 Seen 
for Publishers 


New York, Feb. 19.—Members 0! 
the National Business Papers 
sociation will save at least $10,00 
a year in postage, it was estimated 
this week, as a result of new posta 
regulations which became effectiv: 
Feb. 13, governing controlled circu- 
lation publications weighing ove! 
eight ounces. 

According to the new scale, suc! 
periodicals can now be mailed at 
the rate of eight cents per pound 
computed on the entire bulk, in- 
stead of one cent for every tw 
ounces or fraction thereof on issues 
weighing over eight ounces, 4s 
heretofore. Section 573 P. L. & R 
supersedes Section 574}. 

The regulations, issued by the 
Postmaster General, followed ap- 
peals by the association to the In- 
terstate Commerce Commission. A 
hearing was held last Sept. 22 and 
subsequent investigation by the ICC 


led to a decision in favor of the 
| business publishers. Publications in 
the general field, as well as con- 


| trolled circulation papers not «ffili- 
|ated with NBP, will benefit by th 
| change. 


Long to Chicago 


ers, the producing end of the indus- “sant "Ge —- 
try already has a war role. War transferred by the Crosley Cor- 
contracts already awarded, plus _poration to Chicago as manazer © 
those under negotiation, will use | the Chicago sales office of WLW 
about 70 per cent of the industry’s| Archibald Grinalds, formerly sale: 
facilities and labor. By the time | manager, will take over Mr. one 
conversion is achieved, 100 per cent | Post. Walter Callahan, fo! nied 
war activity is expected. Chicago manager, has been a ; 
a 2st : : back to Cincinnati as assistant 
It is intended that manufacturers Robert E. Dunville, genera! sales 
will be able to make all the refrig- | manager of the broadcast divisio" 
erators allowed before the produc- of Crosley. 
ad 


“Ask your 


Agency 
to ask the 
COLONEL?’ 


WISH 


the merchandising station 
5000-1000 Watts 


Blue Network 


INDIANAPOLIS 


FREE 


& PETERS, INC. 


Exclusive National Representatives 
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Bakers Asked to 
Limit Changes in 
Wrapper Designs 


Washington, D. C., Feb. 19.—The 
baking industry was advised today 
by John T. McCarthy, head of the 
bakery section of the food supply 
branch, War Production § Board, 
against making changes in designs 
of bread wrappers and packages, | 
because new printing plates will 
require scarce materials. 


Citing amounts of critical mate-| customer for six years prior to AP’s 


rials used last year to make plates | 
for bakery wrappings, he warned | 
that it may be difficult to obtain | 
these materials for changes of 
plates. “When present plates are | 
worn out, it will be time enough | 
to make such changes in design as | 
may be necessary to reduce ink | 
coverage or to change from all-| 
over wrapper design to end or cen- | 
ter design,” he said. 

A War Production Board spokes- | 
man, queried as to whether all | 
industries should refrain from mak- | 
ing new plates, said that the Mc-| 
Carthy statement was limited to) 
the baking field, designed to meet! 
a particular situation, and does not 
necessarily mean that WPB opposes 
the making of new plates for all | 
purposes, although all possible con- 
servation is urged. 


Simple Designs Urged 


Mr. McCarthy pointed out that 
new designs require new _ photo- 
engravings, usually made of zinc, 
acids and chemicals, all of them 
scarce. He advised, therefore, that 
“on new plates the simplest ar- 
rangement which will preserve the 
trademark and good will should be 
planned. 

“All-over-the-wrapper designs 
require solid metal plates to cover 
the entire surface. New designs 
should be in such form as to re- 
quire plates covering no more than 
25 to 33.3 per cent of the surface, 
confining the design to the center 
or to either end of the wrapper,” 
he added. 

Colors due for further restric- 
tions, according to Mr. McCarthy, 
are yellows, oranges, whites and 
blues. 


Federal Electric to 


Pay Agency Commission 

Federal Electric Company, Chi- 
cago, has announced a change in 
policy under which agencies which 
have applied to the company for 
recognition will be granted the 
usual agency commission on all out- 
door spectacular contracts placed 
through the company. 


NEW HAVEN 
is 7, that! 
YA 


J 


= 


= 
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The first trunk line electric train on 
* larce scale was built on the New 
Haven railroad from New York City 
‘© New Haven. In 1895 the first elec- 
Tification of a steam railroad in 
“Merica was built by the New Haven 
railroad. The New Haven railroad de- 
veloped at New Haven, the first con- 

Uous train type of automatic train 
Stop to be used in America. 


The Nem Haven Register 


FIRST in Connecticut in Circulation | 
| 


Labor Press Charges 
AP with Monopoly 


Federated Press, a cooperative 
news service for labor papers, has 
filed a formal complaint with the 
Department of Justice, charging the 
Associated Press with violation of 
anti-trust laws. The action stems 
from AP’s move in scrapping Wide 
World Photos, a picture mat service 
which was discontinued soon after 
being sold by the New York Times. 

The complaint alleges that disso- 
lution of Wide World restricts the 
supply of news pictures for more 
than 100 labor papers, and charges 
AP with buying the service in or- 
der to eliminate a strong competi- 
tor and narrow the field. Feder- 
ated Press had been a Wide World 


purchase of the service. 


Look for Co-op 
Drive in East by 
Gasoline Marketers 


New York, Feb. 19.—The rising 
toll of tankers exacted by enemy 
submarines in Eastern waters this 
week brought to the fore the prob- 
ability that gasoline and fuel oil 
rationing may be imminent, to- 
gether with renewed campaigns by 


gasoline marketers, individually as | 


well as collectively, stressing con- 
servation. Plans for 
advertising campaign, 
after the copy used last summer, 
are believed to have been ap- 
proved by Secretary Ickes. J. 


a cooperative | 
patterned | 


Miller, advertising manager, Stan- 
dard Oil Company of New Jersey, 
heads a committee which includes 
advertising executives of 
leading companies. 

Esso Marketers started the ball 
rolling today with a special inser- 
tion of 1,200 lines in some papers 
and 780 lines in others, stressing 
the need for fuel oil conservation. 
All commercial deliveries, the ad 
announced, will be limited to 14 
days’ supply, while no domestic 
deliveries will be made all along 
the Atlantic Seaboard until the 
home supply is below one-fifth of 
tank capacity. 

Copy was telegraphed last night 
to newspapers along the coast from 
Maine to South Carolina. McCann- 


A.!| Erickson handles the account. 


other | 


Mohlman Promoted 


George A. Mohlman, vice-presi- 
dent and general manager of Pack- 
age Machine Company, Springfield, 
Mass., has been elected president of 
the company. 


Advances Jones 

Richard Jones, public relations 
director for CKLW, Windsor, Ont.., 
has been made commercial mana- 
ger of the station. 


They Increase Sales of Your 
Product for Dealer 
14.6%, 


Your 


even barbed wire 3° 


& SMileage 


Here’s what Flying Officer....... RAF, 
writes Esquire from a Nazi Concentration Camp: 


“A favor to ask of thee... Have just glanced at July ’41 Esquire 
over fellow *‘Kriegies’ shoulder... hence the nondescript piece 

of literature ... would you mind arranging Christmas presents 

for my family? Mater adores china and perfumes; Pater 

chain cigar smoker (best) and bowling; kid brother, badminton 

and tennis, and keeps a ‘dear diary’ thing... 


Have been in this jolly old place since July ’40. Things are as well 


as can be expected. Would appreciate constant supply of Esquires. 


Kindest regards and best wishes to everyone. I remain 


SMileage can’t 


be stopped! 


yours truly,” 


in the home, on crowded subways, and even over 
a buddy’s shoulder in a concentration camp! 
But no matter where Esquire is read, Mr. Advertiser . 7 


ADVERTISERS GET MORE 


Amileage. 


*multiple readership, even in a concentration camp! 


SMileage sells merchandise! 


-—- 


Domrten 4 Ahem gre! 


Esquire’s SMileage-packed pages are read everywhere... 
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R iler ff | Cellophane Order 
otailers Otter Extended 30 Days 


Voluntary Plan | The War Production Board has | 
on Price Fixing | extended until March 17 its order 


|limiting the use of —— = 
| similar transparent materials de- | 
New York, Feb. 19.—Retail trade | rived from pe wll Without the | 
associations this week submitted a| amendment, the order would have 
plan to the Office of Price Admin- | Japsed Feb. 17, which was the orig- 
istration, suggesting voluntary price inal expiration date. The order bans 
control, rather than control by gov-| certain non-essential user of cello- 
ernment edict. The proposal, which|phane and restricts the amounts 
calls for pricing based on cost in- used for certain products. — 
stead of replacement value, also| It was expected at the time the 
offers suggestions regarding the ap-|°Tiginal order was issued that 
lication of mandatory controls if studies of cellophane uses instigated 
P y to supply a basis for a permanent 
the latter become necessary. program would be completed by 
Details of the plan were revealed the Feb. 17 expiration date. These 
by the National Retail Dry Goods jnvestigations are still in progress 
Association. Other sponsors listed| but are expected to be completed 
include the National Association of | and findings prepared by the new 
Retail Druggists, National Associa- deadline. 
tion of Food Chains, National Re- 


| WPB Order Conserves 


Vitamin A Supply 
The War Production Board has 
issued a limitation order to conserve 


| the supply of Vitamin A for human 


consumption. The chief source of 
Vitamin A has been fish liver oils, 
and about 75 per cent of the total 
used in this country formerly came 
from Norway and Japan. It is 
essential to the Air Corps to prevent 
“night blindness.” 

The order prohibits the manu- 
facture of multivitamin tablets or 
liquids containing more than 5,000 
units of Vitamin A in the largest 
daily dose recommended on the 
label. The restriction does not ap- 
ply to preparations made of Vitamin 
A alone, or combinations of Vita- 
mins A and D where the A potency 
is 25,000 units or more in daily 
dosage. 


Introduce New 


- a 
—_— 


ducted, in which several hundreg 
packages of Okay crackers were 
placed in the hands of Milwaukee 
women. 


Okay Crackers 
In addition to the new Okays, 


to Milwaukee Johnston produces Charm oda 


Milwaukee, Wis.. Feb. 19.—The crackers, Wafer Flakes and John. 
Robert A. Johnston Company intro- ston grahams. 
duced its new Okay crackers to | wep: “Dp: 
Milwaukee and Wisconsin house- Times” Picks Agency 
wives today with a full-page adver- St. Georges & Keyes, New York, 
tisement in color in the Milwaukee |has been appointed by the New 


, York Times to handle a spe-jal 
Journal, marking the ames of = promotional assignment. Victor an 
intensive newspaper advertising | ger Linde is account executive. 
campaign in the city. 


Okay crackers are packed in a N “11: 
ames William Barnett 
one pound sealed box of new and William Barnett, formerly advcr- 


colorful design and are sold only tising manager of Packard Mo: rs 
through independent grocers. Pre- Export Corporation, New York, as 
paratory to the cracker campaign, | joined the staff of National Ex; ort 
an independent research was con- | Advertising Service, New York. 


tail Furniture Association, National 
Retail Hardware Association, Mail 
Order Association of America, Na- 
tional Retail Jewelers Association, 
and Limited Price Variety Stores 
Association. 

In discussing the proposal with | 
Dr. J. Kenneth Galbraith, OPA | 
assistant administrator, the retailers | 
declared that “while some excep- 
tional instances to the contrary may 
arise which may call for swift gov-| 
ernmental action, the best results 
will be had if OPA relies on volun- 
tary cooperation of the retailers and 
their organizations.” 

Government price control will en- | 
counter severe difficulties because 
of wide variations in the operating 
costs of 1,700,000 U. S. retailers, 
the dealers observed. 


HENDERSON WARNS AGAINST 
HIGHER HOSIERY PRICES | 

Washington, D. C., Feb. 19.—) 
Rising prices on women’s rayon | 
hosiery inspired Price Administra- | 
tor Leon Henderson to warn today | 
that the OPA is preparing to set | 
ceilings in this field, and _ that 
wholesalers and retailers buying at} 
rates above recent market quota-| 
tions may suffer a merchandising | 
loss upon issuance of the forthcom- | 
ing order. 

Mr. Henderson pointed out that 
American women are now depen- | 
dent almost entirely upon hosiery 
made from nylon, rayon, or cotton, | 
or combinations thereof, and that 
OPA’s step in setting maximum | 
manufacturer and wholesale prices 
on rayon stockings recently led to 
the transfer of speculative price 
activity to rayon. 

“In keeping with the purpose of 
the price control law,” he said, “my | 
office is preparing to issue a maxi- 
mum price regulation for rayon 
hosiery that will be based upon a_ 
factual study of the industry. I 
can assure the public that any un- 
warranted price increases will be 
canceled by our order.” 


Named by Spear & Co. 


Ketchum, MacLeod and Grove, 
Inc., Pittsburgh advertising agency, 
has been appointed to handle the 
radio advertising of Spear & Co., 
Pittsburgh furniture store. 


DEPARTMENT 
STORE ECONOMIST 
the greatest 


POWER 


* ¢, just chain. 
behind selling 


1 That business paper advertisers and editors share an 
opportunity to: 
help fight this war, 
help build a sound foundation for future business, 
by transmitting important information from 
where it is to where it is needed. 


2 That good business paper advertising is like good 
business paper editing. The needs of the readers deter- 
mine the text of Editorials and Aditorials alike. 


3 That in war time as well as normal times business papers 
are read for specific information, not for fun. The chemical 
engineer reads his business paper for information concern- 
ing chemical engineering; not just engineering. The 
grocery chain store manager reads his publication for 
help on grocery chain problems; not just grocery; not 


4 that useful editorials and 


to the vast 
 $5,300,000,000 
DEPARTMENT STORE 
— aa 
Reaches more _ 
and other Executives 
than any other Single 
- Publication in its field! 


DEPARTMENT STORE ECONOMIST 


100 E. 42nd St., New York — 


A Chilton (Y) Publication — 
30,000 CCA Issued on the | 
* 10th and 25th of Each Month 


useful advertisements are read 
even more intensively in war- 


Mtl, MLSNI ff 


EW a.s.p. av 70 ADVERTISERS 


Loose-leaf manual based on A.B.P.'s 
popular illustrated talk —'’Advertis- 
ing is Like Editing.’ Brought up to 
date. 


time ... and with the heightened hope of finding infor- 
mation that will help solve seriously aggravated business 
problems. 


5 That platitudes, boasts, and unsupported claims, never 
popular with readers, are today a sure source of irritation. 


© That editors and advertisers alike must keep in constan! 
and intimate touch with the fields they serve cr sell, so 
that their messages can change with the readers’ problems 
and with their ability to help solve those problems. 


7 That each business paper offers the opportunity to talk 
specifically to its particular group of readers, with the 
full assurance that they will be interested in your messages 
and that they will be able to understand and act upon 
them. ’ 


8 That business paper readers would rather see your ad- 
vertising plain and useful than “purty” and less substen 
tial. They are wary of advertising that looks more “promo- 
tional” than informative. 
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Revenue Drop May 
Not Be Severe, 


CAB Head Says 


Radio Must Help Pro- 
mote New Products, 
Bannerman Declares 


Montreal, Feb. 17.—Despite the 
exigencies of war there is room for 
optimism over the future and adver- 
tising revenues may not be as 
greatly affected as some executives 


expect, the Canadian Association of 
Broadcasters was told at its annual 
meeting here last week by Glen 
Bannerman, Toronto, president and 
general manager. 

The difficult days ahead will con- 
stitute a “testing time for every sta- 
tion,” Mr. Bannerman said, but he 
expressed belief that the industry 
would accomplish the wartime tasks 
it has set for itself. “Advertising 
revenues may be restricted, but not 
to the extent that some of us think,” 
he continued. ‘Total national reve- 
nues are not likely to be greatly re- 
duced. Many new products will 
come on the market. We can and 
should secure our share of promot- 
ing them to the public.” 

The cooperation of radio stations 
with government officials has 


stamped the industry as “an adver- 
tising medium worthy of being paid 
for its services along with other 
media,” the CAB president declared, 
adding that radio now is being taken 
into consideration on a paying basis 
on almost every government adver- 
tising campaign. During 1941, he 
said, Canadian broadcasters con- 
tributed free time worth more than 
$760,000 to the public service. 


Follow U. S. Trend 
Regarding priorities, a pressing 


problem for stations which seek 
equipment for replacements and re- 

pairs, Mr. Bannerman said the gov- 
ernment had agreed to give broad- 
casters the same preferences granted 
stations in the United States. Lynne 


tional Association of Broadcasters, 
reported at a Tuesday session on 
equipment problems confronting 
American stations and Edmund La- 
port, chief engineer of the Radio 
Corporation of America in Montreal, 
urged broadcasters to salvage as 
much material as possible in their 
“junk” rooms. 

Convention delegates voted unani- 
mously to ask the board of gover- 
nors of the Canadian Broadcasting 
Commission to reverse its policy of 
forbidding all mention of prices in 
commercials. A resolution to set up 
a standardized rate structure was 
shelved for another year after sev- 
eral hours’ debate. The convention 
voted to establish a committee 
charged with the task of develop- 


Smeby, director of engineering, Na-!ing a yardstick to measure broad- 


HERE'S HOW THE “GUIDE” 


CAN HELP: 


lt shows how some business paper advertisers are using 


these powertul 


“vehicles of Communication 


to then 


and with their ability to help solve those problems. 


The 


Crude 


and its supplementary 


case studies will 


contain many examples illustrating the effective use of 


dealer publications, today. 


Not Just Guesswork. With most of the examples in 


the Guide we have done more 
problems were. 
advertiser; searched 
methods, 
With 


suULLE 


and sought evidence 
all that, 


Wan 
of fundamentals’ — a“ 


bk thective lime 


than | 
In most cases we 


into his reasonime: 


sf the answer to you) problem. 
Advertising” 
think-starter” 


guess what the 
have questioned the 
studied his 


ol accomplishment, 


no case in this book will do more than 


“A Guide 


is just a 


lo 
“reminde 
that might help 


full war-time potential. It suggests, by illustration, how 
you can help America’s national war cflort by helping 
solve some of the war-borne problems that harass yous 
customers, 


Useful, Not Promotional. 


icle of A.B.P.’s theories and opinions. [tis a report of 


This Guide ts not a chron- 


our observations, and of the testimony of advertisers 
who have found ways to make their advertising helptul 
to business paper readers at a time when help ty so des 


perately needed. 


What we have assembled in this Guide primarily, is 
advertising that the 


fundamental tact that business papers are read for in 


iustrates an understanding ol 


formation, not lor tun: advertisements that show some 


recognition of the conditions which, today. have mn 
creased rather than lessened the need tor making busi 


ness paper advertising useful, informative, and specitic, 


Covers Industrial AND Consumer-Goods Advertising 
Many ads illustrated in the Guide deal with metals on 
heavy machinery. Keep in mind that these industrial 
people have been the hardest hit. and were hit first 

that they have had a couple of vears to learn how 
to advertise effectively today that in their basic 
reasoning vou may find a clue to the solution of your 


own advertising problems. 


But the 


Guide doesn't stop there. Many morantbic 


turers of consumer-goods have discovered that adves 


tising has to change with their customers problems 


THE ASSOCIATED BUSINESS PAPERS 
369 Lexington Avenue, N.Y. C., CAledonia 5-4755 


\ A nationa ssociation of business po ations devoted to \ 
\ increasing their usefulness to their subscribers and help i y) 
N 
ing Govertisers get o bigger return nm their nvestment \ Y 


i x valuable 
‘eaacmmmmaccates 


on F REE 


some advertisers get back on the beam during this pe- 
riod of low ceilings and dim horizons, 


We'll Keep The “Guide” Up-To-Date. This (nice, 
while very comprehensive in itself, is only our in/ro- 
duction to a collection of case studies that will consti- 
Advertisers WAR ALBUM. 


(;uide ina loose-leat binde1 


Put the 
. From time to time we will 
that 


tute a veritable 


send you additional case histories show how 


other advertisers, ina wide variety of trelds, are sharing 
with the editors this great Opportunity to serve then 


country, their customers, and themselves. 


%& NOTE: change of name. [his Guide. formerly 


advertised under 


the tithe “How Lo Find Out What Lo Say In Your Business 
Paper Advertising Today,” has been in preparation for some 
months. We're glad, now, that we weren't overly hasty. Since 


Pearl Harbor we have learned much concerning the war-time use 
ol business paper advertising. So, we've changed the name, some 
ol the usetul 


to make the Guide 


under these changed conditions. 


text, and the torm. to you 


Send for it now, and youll automatically receive other supple: 


mentary case studies* that will keep your Guide up-fothemin- 


ul¢, lor the duration 


© As long 
and 


us vou say vou want them. We'll check 


how then to ask if 


sou find them useful. 


The Associated Business Papers, 
Room 2741, 
369 Lexington Avenue, New York City 


Please send me, without obligation, my free 
copy of the new A.B.P. advertising aid, “A 
Guide to Effective War-Time Advertising.” 


EXPANDED 


A series of transcribed spot announce- 
ments over New England radio stations, 


Kasper - Gordon, Inc., 
so popular that the sponsor, 
Dawson's Brewery, Inc., New Bedford, 
Mass., picked up the theme song title 
for a newspaper series, of which this is 
an example. Bresnick & Solomont is the 
agency. 


prepared by 
proved 


casting coverage and listener inter- 
est. Committee members would 
include two each from the Canadian 
Association of Advertising Agen- 
cies, Association of Canadian Ad- 
vertisers and the CAB, plus a re- 
search chairman to be named by 
CAB directors. 

Along with Mr. Smeby, Neville 
Miller, president, and John Gillin of 
WOW, Omaha, director of the Na- 
tional Association of Broadcasters, 
| represented the NAB at the Cana- 
|dian meet. Citing recent actions of 
| the Office of Censorship and Office 
of Facts and Figures at Washington, 
|Mr. Miller called attention to “con- 
tinued evidence of a policy on the 
‘part of the government to rely on 
the industry for self-regulation 
‘rather than the enactment of legis- 
lation.” 

Members voted to increase the 
board of directors from seven to 11, 
including Col. Keith S. Rogers, Sta- 
tion CFCY, Charlottetown, P.E.L; 
N. Nathanson, CJCB, Sydney, N. B.; 
|Narcisse Thivierge, CHRC, Quebec; 
Phil Lalonde, CKAC, Montreal; 
Jack Cooke, CKGB, Timmons, Ont.; 
| Harry Sedgwick, CFRB, Toronto; E. 
|T. Sandell, CKTB, St. Catherine's, 
| Ont.; H. R. Carson, CFAC, Calgary, 
| Alta.; A. A. Murphy, CFQC, Saska- 
toon, Sask.; George C. Chandler, 
CJOR, yop =, J. W. B. 

Browne, CKOV, Kelowna, B. C. Mr. 
| Bannerman was ert ee as presi- 
dent and Arthur Evans as secretary- 
| treasurer. 


To Peck Advertising 

| Dodge & Olcott Company, New 
| York, essential oils, has placed its 
jaccount with Peck Advertising 
Agency, New York. 


SUCCESS 


Van Camp's Im- 


proved Pork and 
Beans became an ex- 


clusive KWK 


tiser six months ago. 


adver- 


Today, this product 
occupies a selling 
position more closely 
consistent with its fine 
Still better 
months are ahead! 


quality. 


ST. LOUIS 


K W K 
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Elects Kelly 


M. M. Kelly, advertising manager 
of the Leader and Daily Telegram, 
Eau Claire, Wis., has been elected 
president of the Eau Claire Press 
Company. Bruce J. Nelson, busi- 
ness manager, has been elected sec- 
retary and Marshall B. Atkinson, 
editor, has been elected treasurer. 


Move KSFO Studios 

The Mark Hopkins, San Francisco 
hotel, will be the site of KSFO- 
KWID’s new studios. The new 
studios, including equipment for 
KWID’s new 100,000-watt interna- 
tional shortwave station, will cost 
about $75,000 and are expected to 
be completed by spring. 


FREE sree: [ep 


Jar and Brush FREE with your first order 
S$ $ Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $3 50 
per gal. postpaid. For Friskets use S S Spe- 
cial Frisket Cement, $4 00 per ga! 


) RUBBER CEMENT CO. || 


/ 3438 Wo. Halsted St.. CHICAGO, ILL 


Fibber McGee 
Hits Radio High 
in Two Ratings 


New York, Feb. 18.—Network 
radio audiences have elevated 
Fibber McGee and Molly into the 
nation’s favorite top spot, C. E. 
Hooper, Inc., reported this week, 
with the highest rating recorded in 
almost four years for a_ regular 
commercial network program. 

The program, sponsored by S. C. 
Johnson and Son, has ranked a 
close second since last November 
and its new rating, 38, marks a 
new all-time high for the program. 
Charlie McCarthy, with 35.8, has 
increased his January rating slight- 
ly. Jack Benny ranks third, with 
a 35.5 rating. Others among the 
“First Fifteen” evening programs in 
February included: Bob Hope, 
34.5: Aldrich Family, 33.6; Walter 
Winchell, 33.1; Radio Theater, 30.6; 
Coffee Time, 27.4: Time to Smile, 


22.6; One Man’s Family, 21.9; Bing 
Crosby, 21; Mr. District Attorney, 
20.9; Kay Kyser, 18.9; Bandwagon, 
18.9; and Kate Smith, 18.8. 

Red Skelton, with a February 
rating of 30.7, tops the list of radio 
programs measured by partial in- 
terview coverage. Hooper’s “sets- 
in-use” percentages dropped off 
from the January figures, but the 
listening level remains _ slightly 
higher than for the same 1941 per- 
iod. 


“McGEE FIRST’—CAB 


New York, Feb. 18.— Fibber 
McGee & Molly scored the highest 
weekday evening rating for a half- 
hour program in CAB history last 
month with a mark of 40.8, the Co- 
operative Analysis of Broadcasting 
reported today. The rating covered 
the investigating period through 
Feb. 8. The program, which is 
sponsored by S. C. Johnson and 
Son, had a rating of 35.5 for the 
same period of 1941. 

Two other programs, Jack Benny 


and Edgar Bergen-Charlie McCar- 
thy, enjoyed ratings over 40, ac- 
cording to the latest CAB report. 
Both continued at approximately 
the same level as a year ago, with 
40.4 for the Jell-O star, and 40.2 
for Chase & Sanborn’s attraction. 


Bakery to Miner 

Interstate Bakeries Corporation, 
Kansas City, Mo., has appointed 
Dan B. Miner Company, Los An- 
geles, advertising agency for bakery 
plants in the Western division of 
the corporation. These include the 
Weber Baking Company, with 
plants in Los Angeles, Glendale, 
San Bernardino, Santa Ana and 
Santa Barbara Log Cabin Bread 
Company, Los Angeles; Suydam 
Baking Company of Long Beach, 
and Cramer’s Bakery, San Diego 
and El Centro. 


Appoints Butler 

Kenneth B. Butler & Associates, 
Mendota, IIl., has been named to di- 
rect the account of Beatty Machine 
and Mfg. Company, Hammond, Ind. 
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IN GLASS JARS 


AND — WHAM — Every Mon Wed ond Fri ® te 


os ta Vistery... 
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j Coffee... 


By Purchasing One \ 4 
Can Help Win The Othor 


Veteran @ Coffee 


. 
Roasted and Packed by Brewster, Gordon Co., Inc, Rocheste ¥ 


Fae 


As a means of saving vital tin, gloss 

jars are promoted in this new copy ‘or 

Brewster, Gordon Co., Rochester, «a 

newspapers and radio. Hart-Conway Co. 
is the agency. 


Glass J ars for 


Veteran Coffee 


Feature Drive 


Rochester, N. Y., Feb. 18.—Stress- 
ing the use of glass containers t 
help conserve vital tin supplies 
Brewster, Gordon Company is cur- 
rently advertising its Veteran coffee 
—packed in one quart Duraglas 
jars—in Rochester newspapers 
over Station WHAM. 

The local campaign is the prob- 
able forerunner of many others t 
follow as the shortage of tin causes 
increasing changes in containers 
for packaged goods. Copy reminds 
consumers that “you can do you 
part to save metal by purchasing 
Veteran coffee in glass containers 
which are reusable for all canning 
purposes.” 


na 


Offers Premiums 
A special offer is made in cur- 
rent copy of a flower garden ball 
obtainable by sending in the out 
side jar label plus 10 cents in coin 
Coupons are also offered which car 


be applied toward acquiring 
chenille rug “while the supp! 
lasts.” 

For the present, the campaigi 
will be confined to  Rocheste: 
papers, with copy appearing once 
weekly. Mention is made of the 


quarter-hour program over WHAM 
three times a week, featuring the 
Veteran band. 

The Hart-Conway Company di- 
rects the account 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Propitably 


© Direct Mail Advertising 
e Created and Produced 
© Dealer Help Campaigns 
© Automobile Owner Lists 
e Rated Consumer Lists 
¢ Addressing and Imprinting 
eContest Judging 
ePremium Mailings 
eSampling by Mai! 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. Chicago, Ill 

305 E. 45th St. New York City 

727 Venice Bivd., Los Angeles, Cal 
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So that's what we're telling you about our new Magazine. 


That's what women are telling us about our new Magazine. 


Because if you've got something to sell to women .. . or to tell to women 
... you've got something in this new Magazine. 
Women the active women who do things—like our new Magazine. It's 


different. It's a news and picture and home Magazine that combines 


these three reader appeals into one big reader impact: 


A NEWS Magazine that gives alert-minded women the background 


they need these hectic days as much as they need the things you 


advertise; 


A PICTURE Magazine that gives them planned picture-story spreads... 


carrying over and enlarging the features that made our Rotogravure 


Picture Section so popular; 


A HOME Magazine that gives women the news they need of their 
special interests .. . Jane Holt's VICTUALS AND VITAMINS . . . Susan 
Sheridan's HOME, SWEET HOME ... Virginia Pope’s NEWS OF FASHION 


... Catherine Mackenzie's PARENT AND CHILD. 


Back up these reader appeals with the selling impact that makes The 
New York Times (which carries this Magazine every Sunday into over 


800,000 homes) the country's biggest Sunday advertising medium. .. . 


And you've got something you ought to know more about. A telephone 


call will arrange that quickly. 


CARRIED BY THE NEW YORK TIMES 


EVERY SUNDAY INTO OVER 800,000 HOMES 
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The Advertising Council, U.S.A. 


the 
headquarters in 
Washington, and representing all 
advertising interests, including ad- 
vertisers, agencies, media and sup- 


Formation of 
Council, with 


pliers, is a major accomplishment 
whose immediate significance is 
gearing the service of advertising | 


to the national war effort. 

How best to use advertising to 
promote the war effort is a problem 
which has yet to be solved by the 
national administration and_ the 
many departments, bureaus and 
agencies whose work requires pub- 
lic understanding and cooperation. 
That advertising thus far has not 
been fully utilized for all of the 
tasks which may properly be as- 
signed to it is fairly self-evident, 


Advertising | should be a 
|whether to 


and that the government and the) 


country will profit from the work 
of the Advertising Council in bring- 
ing about coordination of the scat- 
tered and haphazard employment 
of advertising for various objectives 
should be equally clear. 

With Chester LaRoche, of Young 
& Rubicam, as chairman, and Dr. 
Miller McClintock, able researcher 


and clear thinker, as managing di- | 


rector, the Council has equally dis- 
tinguished personnel drawn from 
all groups in organized advertising. 
Thus it is fair to say that any prob- 
lems presented to it will have both 
expert attention and _ impartial, 
broad-minded and patriotic con- 
sideration. 

One of 


New Market 


When the United Fruit Company 
undertook sponsorship of one of the 
most important and popular news 
programs on the air, the World To- 
day round-up of war correspond- 
ents each afternoon by CBS, it pre- 
sented a new and _ interesting 
approach to this major effort in the 
expansion of its markets. The com- 
pany is primarily interested in in- 
creasing public appreciation and 
consumption of bananas, but it has 
chosen to put its messages on the 
basis of promoting cooperation with 
the national nutrition program. 

In undertaking to stimulate pub- 
lic interest in the value of fresh 
fruits and vegetables in the national 
diet, as urged by Washington, 
United Fruit has deliberately sub- 
merged its own individual promo- 
tion in order to deliver a message 
of much broader significance and 
interest. Thus it has been render- 
ing a service not only to the public, 


the immediate results 


decision on_ policy: 
rely largely on free 
space and time donated by advertis- 
ers and media, or to put advertis- 
ing on the same basis as all other 
commodities 
government 
purchases under 


and services which the 
needs, and which it 
the terms and in 


|the forms and quantities called for 


by national necessities. 
In the long run it matters little 


|how necessary facilities are ac- 
|quired—the important point is to 
get and use them in exactly the 


proportions called for 
to be done. Uncle Sam has first call 
on everybody’s resources, and 
not necessary under war conditions 
to pass the hat in order to obtain 
the advertising services which any 
agency of the government finds it 
needs to do its job best. 

Another 
be performed by the Advertising 
Council is to clarify in the minds 
of governmental regulatory and leg- 
islative authorities the proper func- 
tion of advertising during this war. 
Industry has many tasks to accom- 
plish, including acceleration of its 
war production effort and the main- 
tenance of its normal markets dur- 
ing these abnormal times. A broad 
and far-sighted policy on this sub- 
ject on the part of the government 
would make advertising available 
for all legitimate purposes, without 
suggestion that it might be frowned 
on as improper by any 
governmental body. 


responsible 


Approaches 


but to all of the growers, shippers 
and marketers of many other prod- 
ucts in this classification. 

While bananas have been men- 
tioned incidentally, there has been 
no effort to turn the spotlight ex- 
clusively on this important tropical 
fruit, but it has been fitted into the 


picture as one of the numerous 
products whose increased use is 
urged. 


While the company is undoubt- 
edly influenced in its methods by 
ite desire not to misuse official ap- 
proval of its type of product, the 
restraint and dignity with which it 
is seeking increased public accept- 
ance of bananas cannot fail to be 
impressive. At the same time it 
suggests the thought that perhaps 
even under normal conditions a 
broad view of marketing opportuni- 
ties might not exclude similar pro- 
motion of the entire industry of 
which the advertiser is a part. 


Tel. REpublic 7659 
| 


E. KEBBY, Secretary | 


by the job! 


it is | 


great service which can | 
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“You ought to see the window display we made of your merchandise this 


month—it's 


a honey!” 


New Rationing Idea 


tioning situation has been intro- 
duced in England through the 
agreement between periodical and 
business paper publishers and the 
paper control council not to print a 


Ad-libbing 


A new element in the paper ra- | sage 
to overcome adverse criticism or to | 


greater proportion of advertising to 
/editorial than existed during the 
year before the war. Since all 
paper is stringently rationed, this 
|means simply that the government 
does not favor the reduction of edi- 
torial space in order to accommo- 
date advertising, and leaves only 
one possible economic solution for 
the publications: increases in ad- 
vertising rates. “The introduction 
of this form of control of advertis- 
ing by the Paper Control is a de- 
parture which marks a new govern- 
ment policy towards advertising,” 
The Newspaper World of London 
comments. “Now that it is estab- 
‘lished, the likelihood that it will 
be extended to the newspapers can- 
j;not be overlooked. The govern- 
ment’s intention, it is believed, is to 
‘restrict the amount of paper used 
|merely to carry advertisements. By 
| cutting circulation drastically, it has 
|been possible for some periodicals 
and trade papers to run more pages 


for advertisements. 
criticism in Parliament.” 


Effective Copy 

Once again this department com- 
ments on an advertisement of the 
Boston and Maine Railroad, and 
hands out an orchid for what un- 
doubtedly is the most readable and 
most convincing railroad copy in 
America. Stodgy railroads are not 
the only businesses which might 
is in sharp and refreshing contrast 
to the innumerable _ businesses 


|}moronic or 


‘Bes |of every 215 bonds sold.” 
than would otherwise be possible 


This has caused | 


|which always seem to think that No. 1946. 


the simplest and most effective way | 


handle any ticklish situation is | 


merely to sit tight and say nothing | 
—or perhaps to issue a dignified | 
and more or less pained statement 
implying that any questioning of 
the company’s action is either 
subversive. 


Super Sales Technique 

Samuel B. Pettengill, “the gen-| 
tleman from Indiana,” has written | 
a letter to Secretary of the Treas- 
ury Morgenthau by way of Ameri- 
ca’s Future, Inc., explaining how 


| sales of defense bonds can be made 


almost as fast as a high-speed ro- 
tary press can print them. 

Mr. Pettengill’s plan is simplicity 
itself; he suggests cash prizes 
(sometimes crudely known as lof- 
teries). ‘““‘Be handsome about it,” he 
says. “Make the first prize a quar- 
ter million dollars. Then offer five 
prizes at $100,000 each, five at $50,- 
000, ten at $25,000, ten at $10,000, 
ten at $5,000, ten at $1,000, and 
18,400 at $100. Grand total is 
$3,000,000, divided among 18,450 
prizes. This assures a winner out 


This $3,000,000, Mr. Pettengill 
says, would be recouped, with in- 
terest, by offering special bonds at 
$19.75 instead of the current $18.75. 
“Now bear with me,” he says. 
“Presuppose an issue of $100, 000,- | 
000 face value of the $19.75 bonds. 
That would call for the sale of 
4,000,000 such bonds; for the extra 
dollar per bond, you have a kitty of 
$4,000,000. Let Uncle Sam keep out 
$1,000,000 to run the show—it 
won't cost a tenth of that, but 
Uncle needs the dough. There you 
have your $3,000,000 for prizes!” 


MANY TRUE WORDS SPOKEN IN JEST 


Fast 


“So Now You Jack up the Fares!” 


“AND ME WITH WO TIRES 
AND A CAR THATS DYING 
'-wow COME? 
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“BUT — the Railroad HAS to run 
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y te ‘ 
to > end 
oe e and 
cus = 
t ave 
t ‘ ” 

© lares 

“ to do 

’ “on sd ere ened 

m “ se if we 

R “ At 

* tume of al) times ery'e hie 

- ates to THE RAILROADS MUST NOT 
ental ly FALL 


Perhaps this is “A H--l of @ 
Way to Run @ Railrood” — 


| Louis’ 


 linforenation 


for 
Advertisers 


The following documents may }. 
secured without charge from com. 
panies sponsoring them, or throug! 


| ADVERTISING AGE, by any nation: 
advertiser or advertising agen 
executive writing on his busine: 


letterhead. 


No. 1945. The Distribution of Ad 
vertising and Circulation in S: 
Louis. 

St. Louis Post-Dispatch has issue 
this booklet, which breaks dow; 


|newspaper linage by classification 
‘for St. Louis papers during 194) 
| Daily and Sunday circulation com 


parisons are given, as well as 
tabulation showing how 60 of St 
largest advertisers bough 
space during 1941. 


What is America’s Fift/ 
Largest Manufacturing Industr 
in Buying Power? 

The scope of the baking industry 
as evidenced by tabulations of cen 
sus material showing raw materia] 
used, value of products, and pur- 
chases and production of machin- 
ery, is shown in this folder issued 
by Bakers’ Helper. 


No. 1909. Toledo Market Data. 


The Toledo Blade has issued this 
file folder of sturdy board, designed 
to hold a continuing record of mar- 


| ket data which will be issued from 


time to time. The current release 
is a large, easy-to-read map of met- 
ropolitan Toledo and its retai! 
trading area, with market facts 
tabulated in each county, and a 
summary of the data and explana- 
tory notes. 


No. 1916. Hit Home with the Home 
Dailies of Oklahoma. 


This survey, issued by Southwest 
Dailies, contains a wealth of infor- 
mation on the market covered by 
the 23 daily newspapers of the 
Southwest Dailies group. A con- 
venient summary tabulates figures 
on population, number of stores, 
amount of sales, value of farm 
crops, and other points, while the 
following pages contain a detailed 
analysis of the data, including cir- 
| culation of SWD papers. 


No. 1927. It Died Last Night. 


The title of this booklet, issued 
by Criterion Advertising Service, 
isn’t as gruesome as it sounds. It 
is the diagnosis of the Chinese who 
didn’t know he had to wind his 
watch. Criterion uses the story to 
point out the fact that advertising 
also needs regular winding and, 
with pictures and text, shows how 
Criterion displays do their work. 


No. 1923. Los Angeles, Key to the 
Southern California Market. 


The Los Angeles Herald-Express 
has issued this new study, which 
provides a thorough analysis of the 
Southern California market area. !t 
deals with population, including a 
graph of eight major city areas of 
the country, and includes maps of 
Los Angeles city area and county, 
a study of the food, drug, automo- 
tive and liquor markets, with 
accompanying maps, and_ covers 
commerce and the “plus” defense 
market. 


No. 1930. Troy — a Major New 
York Market. 


Market statistics for Troy, N. Y. 
are covered in detail in this fo'cer 
issued by the Record Newspapers 
There is a map of the city zone «nd 
another of the retail trade zone, ond 
data for both areas are arranged 0 


benefit by studying 
campaign of which the advertise- 
ment reproduced here is a _ part. 
The copy in this series has been 


carefully the 


superb, but what has always proven 
most interesting to us is the basic 
willingness of the railroad manage- 
ment to talk man to man with its 
This | 


public about tough problems. 


Mr. Pettengill says there’s no 
need to worry about the moral an- 
gle, because it seems impossible to 
stop gambling anyhow. Oh, yes, he’s 
even thought of the smart lad who 
would reinvest the same $19.75 over 
again to get another chance at the 
prize money—the bonds would not 
be redeemable for a year or two. 


tabulations. 


No. 1859. 
Cities. 
Radio Station WHBF has issued 
this folder, which contains a ™4P 
of the station’s coverage, wi!) @ 
tabulation of vital statistics for thé 
primary area and for the D: 
port-Rock Island-Moline metrop 
tan district. 


WHBF and the Tri- 
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ADVERTISING AGE 


COPY : SWITCH 


fc) 
a SEAMUINE. 


Turning from consumer-aimed copy, E. 
L. Bruce Co.'s 1942 campaign for its 
Streamline flooring will be aimed at 
builders of defense housing projects. This 
full page appeared in The Saturday Eve- 
ning Post Feb. 21 and will also run in 
building business papers. Ruthrauff & 
Ryan is the agency. 


New Bruce Copy 
Directed to War 
Housing Builders 


Chicago, Feb. 19.—With private 
home building drastically curtailed 
by wartime restrictions, E. L. Bruce 
Company, Memphis, has re-directed 
its copy from consumer to con- 
tractor, and its 1942 campaign will 
be built around the use of its 
Streamline flooring in defense hous- 
ing 

Opening gun of the campaign is 
1 four-color full page appearing in 
the Feb. 21 issue of The Saturday 
Evening Post to be followed by the 
same copy in full color in American 
Builder for March and the April 
Architectural Forum. As plans now 
stand, copy will appear every fourth 
week in the Post, utilizing half and 
full-page space, with no insertions 
in June or July. 

The first advertisement shows 
Bruce’s shift in copy planning in 
the headline, “New kind of hard- 
wood flooring speeds Defense hous- 
ing . saves days of time .. . low 
in cost.” The word “Defense” is 
overlaid with a red script “Victory,” 


giving the copy additional emphasis. | 


Illustrations show a defense housing 
project in Duquesne, Pa., and over- 
laid is a long strip of the factory- 
finished flooring being nailed down 
by workmen. 

The fact the 


that campaign is 


aimed at men in the building field 
is evident in the text, which quotes 
facts and figures on the factory- 
finished flooring as compared with 
other floors the contractor or archi- 
tect might select. “Bruce Stream- 
line flooring saves valuable days on 
every job,” the copy asserts, “be- 
cause it’s completely finished at the 
factory—ready to use as soon 
laid.” A copy block in the corner 
of the ad calls attention to a free 
booklet, “Low cost floors for De- 
fense housing.”” The booklet shows 
projects where the floors have been 
used, claims that the flooring costs 
less than any comparable floor and 
has “plus values” besides, and then 
presents testimonial letters from 
defense contractors. In one section 


as 


of the booklet, the flooring’s use in 
prefabricated houses is discussed, 
and a letter from a_ prefabricated 
home builder commending the floor- 
ing is reproduced. 


To Reach Public 


Although use of such a mass-cir- 
culation medium the Post to 
reach a comparatively small buying 
segment is unusual, the company 
feels that besides the contractors, 
architects and housing officials who 
will be attracted by the advertise- 
ment, there is enough consumer ap- 
peal presented to keep the com- 
pany’s name before the public force- 
fully. 

Ruthrauff & Ryan 
Bruce account. 


as 


directs the 


Launches New Drive 
for Canned Hash 


Prudence Foods, Inc., has started 
a new campaign for its corned beef 
hash, using comic strips in leading 
New England newspapers and in 
New York and San Francisco. 

The 175-line comic strips, which 
run once weekly, are being backed 
up by radio support with participa- 
tion on Martin Block’s “Make Be- 


lieve Ballroom” in metropolitan 
New York. Chambers & Wiswell 


handles the account. 


Gets Cleanser Account 

J. A. Wright & Co., Keene, N. H.., 
maker of Wright’s Silver Cream, 
has appointed Charles W. Hoyt 
Company, New York, to direct its 
advertising. 
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S. M. Frank Stipulates 
S. M. Frank & Co., New York, 
has entered into a Federal Trade 
Commission stipulation to cease 
certain claims made for Frank 
Medico pipes and filters. Copy 


claims excluded are that the prod- 
ucts obviate “tongue bite” or “raw 
mouth,” that the pipes require no 
“breaking in,” or that they require 
no cleaning beyond changing filters. 


BUSINESS PAPER ADVERTISERS 


Where—When—How Much 
Your Competitors Advertised 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


fore 


ing 


WOL 


5 gs Sey) 


GLEN LAW heads the 
KRNT News Staff. Five 
years of able presenta- 
tion of news have made 
him an outstanding fa- 
vorite of Central Iowa 
listeners. 


CARTER REYNOLDS is 
one cf the outstanding 
WMT newscasters who 
hold the spotlight be- 
news - conscious 
listeners in Eastern and 
Northeast Iowa. 


MERRILL MULREADY 
heads the news staff at 
WNAX. 
several newscasts him- 
self, as well as direct- 
the station's effi- 
cient news department. 


ROD HOLMGREN came 
to KSO after years at 
the Iowa State 
College station at 
Ames. Listeners all over 
Iowa know him and 
like him well. 


He handles 


.— 2S 
Stations for ne 


of news PG = how our listeners want j 


4 These listeners, 1285 have discovered that ¢ x 
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ADVERTISING AGE 


February 23, 1949 


Outdoor Bill Shelved 


Regulation of outdoor advertising 
in New York State, long advocate 
by Governor Herbert H. Lehman 
and others, and the subject of many 
bills in the state legislature in re- 
cent years, is believed to be one of 
the proposals shelved for the dura- 
tion of the war. 


“Peoples Voice” Bows 


Powell - Buchanan Publishing 
Company, New York, has launched 
The People’s Voice, a Negro news- 
paper issued weekly in tabloid form. 


Rapley 
so 0FFset 


prot 
METHOD FoR 
| PRINTING 
IN COLOR 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


Oil Industry Asks 
Night Closing of 
Eastern Stations 


Washington, D. C., Feb. 17.— 
Petroleum Coordinator Harold L. 
Ickes told a House committee today 
that the oil industry has recom- 
mended that all filling stations in 
the East be closed from 7 p. m. to 
7 a. m. weekdays and all day Sun- 


,day as a conservation measure. 


Secretary Ickes, appearing by re- 
quest before a House _ Interstate 
Commerce sub-committee, said that 
the industry also urged the adop- 
tion of consumer rationing if nec- 
essary to. offset fast-dwindling 
stocks resulting from war action 
and diversion of tankers to military 
use. 

Without expressing his personal 
views on either blackouts for sta- 
tions or rationing, Mr. Ickes said 
the industry had recommended 
that “steps be taken to curtail the 
total East Coast consumption of pe- 
troleum products to the extent of 
approximately 15 per cent from 
current levels, during the period 
Feb. 15 to April 15.” 


An industry committee’s report to 


the petroleum coordinator’s office 
said it was “impossible at this time 
to predict whether or not curtail- 
ment will be necessary beyond that 
date, when total consumption nor- 
mally falls off substantially.” 


Rating May Be Needed 


Despite his unhappy experience 
in seeking to gain voluntary co- 
operation from the motoring public 
during the “shortage” along the At- 
lantic Seaboard, Secretary Ickes 
sounded a warning to the public 
that rationing would have to be im- 
posed unless consumption is vol- 
untarily reduced. He admitted he 
had discussed rationing plans with 
Price Administrator Leon Hender- 
son, who is in charge of all ration- 
ing of consumer goods. 

During the earlier Eastern “short- 
age’, stations were closed for 12 
hours per night, seven days a week, 
but Sunday hours were the same as 
for the rest of the week. Canada, 
which has recently announced a ra- 
tioning plan to take effect in April, 
has closed its stations nights and 
Sundays for many months, and has 
achieved a reduction in consump- 
tion. 

Many Eastern retailers liked the 
night closing system so well that 
they petitioned Coordinator Ickes 
to retain the blackout when short- 


age fears were relieved upon the 
return of a number of tankers pre- 
viously lent to Britain. In some 
localities, more stations have re- 
mained dark at night while a few 
have remained open and enjoyed 
booming business. 

The labor supply is another fac- 
tor in the industry’s closing recom- 
mendation. In many sections, par- 
ticularly those with large war 
industries, stations have been hard- 
pressed to maintain personnel at 
necessary levels. Many attendants 
with mechanical training have 
turned to defense jobs, while others 
have been drafted for military 
service. 


Mabry Named Copy Chief 


Redfield - Johnstone, New York, 
has appointed Beatrice Mabry di- 
rector of copy. She was director of 
collateral advertising for the New 
York World’s Fair and previously 
member of the copy staff of Batten, 
Barton, Durstine & Osborn, New 
York. 


Blue Adds 2 Affiliates 

Station WAGE, Syracuse, will be- 
come a basic affiliate of the Blue 
Network on March 1. Station 
KFEQ, St. Joseph, Mo., will join the 
Blue as a basic supplementary out- 
let, effective March 15, making a 
total of 115 affiliates. 


eto a 


Sorel " 2 »\ 


City 

San Diego, Cal. 
Washington, D.C. 
Wichita, Kans. 
Norfolk, Va. 


Mobile, Ala. 
Canton, Ohio 


War activities have 
people on the move 


These figures indicate the magnitude 
of population shifts now going on. 


April 1940 Estimated 

Population Increase 
203,341 70,000 
663,091 80,000 
114,966 20,000 
144,332 78,000 
78,720 16,000 
108,401 7,000 


Will people moving to another town know where your outlets are? 


You make it easy for them when your brand 
name and trade mark with listings of local 
outlets appear together in the Classified sec- 
tion of Telephone Directories. 


Trade Mark Service is not only a conve- 


nience to consumers but also a_ business- 


builder for your dealers. It increases service 


orders as well as sales. Concerns in many 


lines are using it to cement closer dealer 


relations and to maintain the confidence and 


good will of the public. 


Trade Mark Service may help solve some 


of your problems in the present emergency. 


For further details just call the 
business office of your local tele- 


phone company. 
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TO THE SOLDIERS 
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In wartime it takes 18 men to supply 
“the guy that handles the gun,” Firth. 
Sterling Steel Co., recounts in this news. 
paper ad placed in its plant c ty 
McKeesport, Pa. It tells “Private sill 
Smith" in a letter below the illustrat on 
that “you got 18 easy, countin’ the geng 
here. . ."’ Smith, Taylor & Jenkins js 
the agency. 


= 


Beer Bottlenecks 
Aren't That When 
It Comes to War 


Detroit, Feb. 18.—Not all bot'le- 
necks are a menace to defense, 
Uncle Sam agreed this week as an 
ever-increasing number began serv- 
ing in the promotion of defense 
bonds and stamps. Simons-Michel- 
son Company, Detroit agency han- 
dling the Schmidt Brewing Com- 
pany’s account, originated the idea 
of a patriotic neck label for beer bot- 
tles bearing the message, “Buy U.S 
Defense Bonds and Savings Stamps.” 

At first, the brewery planned to 
make the neck label its own exclu- 


sive contribution to national de- 
defense. When it was discovered 
how valuable the label was for 


publicity, the agency with the co- 
operation of its client launched a 
campaign to urge other brewers to 
edopt the same or similar labels. At 
its own expense, Simons-Michelson 
sent out three mailings to every 
brewery in the United States, of 
which there are about 600. To date, 
nearly 75 breweries, in 18 states, 
are using or have agreed to use the 
patriotic neck labels. 

The U. S. Treasury Department 
commended the patriotic effort in a 
letter signed by Harold N. Graves 
assistant to Secretary Morgenthau 
and the Brewing Industry Founda- 
tion also heartily approved the idea 


Head ANA Committees 


H. M. Warren, National Carbon 
Company, New York, has_ been 
named chairman of the researc! 
committee of the Association of 
National Advertisers. Thomas H 


Young, United States Rubber Com- 
pany, New York, will head the 
membership committee. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFE 


WICHITA 
KANSAS 
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SARA BULETTE, 
Asseciote Editor of Country Gentleman 


CHARLIE: Our big gamble ended yesterday, safely—and 
profitably, I am sure, for Country Gentleman. The Excam- 
bion docked in New York after an anxious trip from Lisbon, 
and Sara Bulette, bless de Lawd, was on it. The gal is a 
bit leaner and I have a few more gray hairs, but otherwise 
the situation is well in hand. 

As you know, Sara flew to England by clipper plane and 
had reached Lisbon on the return trip when war was 
declared on America by the Axis -—— — (three 
words deleted here). She managed to reserve space on the 
Excambion, but for five frantic days she was uncertain 
whether the ship would be permitted to bring passengers 
back to these shores. 

Her money was running low, dollar exchange was drop- 
ping, and Portugal slapped a ban on money 
coming in by cable. She had visions of being 
stranded without funds, possibly interned if 
Portugal were engulfed by the war. She and 
a couple of newspaper men planned, if worse 
came to worst, to charter a little fishing boat 
and try to make it to Africa. Meantime, as 
you can imagine, we were cabling and tele- 
phoning everyone who had any influence — 
and biting our editorial fingernails. 


But she did sail on the Excambion—the ea wes 


BEN HIBBS, 


Country Gentleman 


last boat out of Lisbon. When the ship reached Bermuda, 
port officials there told the captain they had been betting 
five to one that the “subs would get you.” 

Sara brought back a swell lot of down-to-earth material 
about rural England and rural English people under war- 
time conditions. Other American writers who have visited 
England during the past couple of years have written 
chiefly about the cities. Sara will do several bang-up pieces 
for us on British farmers and their families; what war 
means to the people who produce the food; the land army 
of farmerettes; England’s national food program, etc., etc. 
In view of the fact that we are now neck-deep in the con- 
flict, her stories will be doubly valuable and interesting. 

Country Gentleman luck again, Mister! 


(oath She 


GounTRY GENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 
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February 23, 1949 


Producing Ration 
Cards Is a Real 
Printing Problem 


23 Companies Help 
Produce 700,000,000 


Consumer Forms 


Washington, D. C., Feb. 18—_ 
Among the more staggering aspects 
of the consumer rationing program 
which will get under way in earnest 
a few weeks hence when sugar can 
be bought only with the aid of gov- 
ernment stamps is the printing job 
involved—the greatest single as- 
signment ever tackled by the Gov- 
ernment Printing Office and perhaps 
the largest order ever made any- 
where. 

The program involves the ration | 
books themselves, plus consumer | 
application forms, trade registration 
forms, cards upon which retailers | 
are to mount ration stamps gained 
in exchange for sugar, printed in- | 
structions to rationing boards, con- | 
sumers and registrants. 

Within a 30-day deadline after | 
receiving the go-ahead signal Feb. | 
7, GPO expects to have printed and | 
distributed three consumer forms— | 
200,000,000 copies of each. The print 
order is well above the total popu- | 
lation to allow for copies lost or 
destroyed, for births within the 
next six months, and for excess de- | 
mand in certain communities where | 
population may have swelled be- 
yond expectations. 


Some Printing Job! 


In toto, the job involves printing | 
more than 700,000,000 forms, cards 
and booklets. Between 11,000,000 and 
12,000,060 pounds of various papers | 
—fully 300 carloads—will be re- | 
quired, and more than 30,000) 
pounds of ink. Distributing the fin- 
ished product alone will require 
some 200,000 bills of lading. 

GPO’s planning division had the 
monumental task of outlining the 
program. While some officials con- 
sulted population charts, others 
were tackling other aspects of the 
unparalleled assignment. After test- 
ing, eliminating, and _ consulting 
with Office of Price Administration 
officials who will be in charge of 
rationing, specifications were pre- 
pared and contracts awarded. Six 
mills were set to work on full-time 
production of stock for the ration 
book alone. The stock had to meet 
special requirements, including the 
need for guarding against counter- 
feiting. 

GPO received more than 350 bids 
for printing work, and awarded 
contracts to 23 firms situated in 
strategic localities throughout the 
country. Fourteen of them are turn- 
ing out the ration book, printing 
from plates cast from molds pro- 
vided by GPO. All composition and 
makeup is handled by GPO, which 


THERE’S NOT ANOTHER 
LIKE IT! 


The area with the largest 
spendable income in the 
nation 
reached effectively by 
Southern New England's 


foremost station 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 


Representotives: WEED & COMPAN 
New York, Chicago, Detroit, San Francisco 


also has an inspection crew in the 
field. 

The names of companies receiv- 
ing contracts are known only to a 
few officials. GPO is surrounding 
that part of its job which had to 
be farmed out to private industry 
with as many safeguards as if the 
books were dollar bills. In one 
sense, ration books will be more 
valuable than money, since no sum 
will be sufficient to buy sugar with- 
out ration stamps. 


Outlines Laid Down 


Ration books do not bear the 
word “sugar”, being identified 
merely as “War Ration Book No. 


1”. This was done deliberately so 


changed on subsequent printings for 
other products. Gasoline is a good 
bet for number two. 

The two basic OPA ration 
schemes have now assumed definite 
form, and are expected to be fol- 
lowed with only minor changes for 
other products. For such durable 
goods as tires, automobiles and re- 
frigerators, which only a privileged 
few will be able to buy, purchase 
certificates will be issued by local 
boards to those qualified. Distribu- 
tion is expected to remain in the 
hands of regular retailers, with cer- 
tificates required to buy. 

For such non-durable goods as 
sugar (and possibly gasoline, cloth- 
ing, tea, etc.), of which all consum- 
ers are entitled to a regular and 


limited supply, the stamp book sys- 
tem will be used. Retailers collect 
stamps in return for purchases and 
mount them on cards which must 
be submitted to suppliers in turn 
before retail stocks can be replen- 
ished. 
War is 
business! 


Blue Adds Three 


E. R. Peterson, formerly with the 
Chicago Better Business Bureau, 
and Ray V. Hamilton, formerly 
manager of WKZO, Kalamazoo, 
have joined the sales staff of the 
Blue Network Company, Chicago. 
William Jolesch, formerly with 
WBAP, Fort Worth, has joined the 
Chicago publicity department of the 
net. 


certainly a complicated 


— 


To Hixson-O’Donnell 
New 


Company of Staten Island, Ne, 


York, has appointed Hixson-O Don. 
nell, New York, to direct its adyey. 


tising. 


Names A. C. Choin 


Alfred C. Choin, 


House’s Chicago branch. 


R. T. Browne Advanced 


Robert T. Browne, previous!\ qj. 
vision manager of grocery pro j\uct 
sales in Boston, has been name:| qj- 
rector of market research, grocer, 
division, for Pillsbury 
| Flour Mills Company, Minneap. lis’ 


products 


York and Richmond Ga. 
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Trommer Denies 
Smaller Content 
Is Misleading 


Brooklyn, Feb. 17. — Declaring 
that a Federal Trade Commission 
complaint issued against the com- 
pany was based upon an isolated 
news story rather than authorized 
advertising, John F. Trommer, Inc. 
this week denied charges of mis- 
representation. The FTC complaint 
alleged Trommer had reduced con- 
tents of its White Label beer bot- 
tles from 12 to 11 ounces, following 
imposition of the federal defense tax 
(ADVERTISING AGE, Feb. 9), without 
changing the bottle’s size or shape. 


Contending that the complaint is 
based on an article which appeared 
in July, 1940, in the news columns 
of a grocery trade paper, Trommer 
asserted that the story was edited 
and headlined by the publishers. 
The story stated that White Label 
beer would continue to sell at 10 
cents in no-deposit bottles and $1 
for the “Family-Pak” of 10 bottles, 
with the additional $1 federal tax 
absorbed by the brewer. In the 
next issue, a correction was pub- 
lished emphasizing a reduction of 
one ounce in the contents of the 
bottle. 

Trommer also sent out letters to 
retailers informing them that con- 
tents were being reduced to 11 
ounces in order to retain’ the 


10-cent price despite additional 
taxes and_ increased production 
costs. The reduced content was 
printed on the outside of all White 
Label cartons, the brewer added, 
although no official regulation or 
trade custom required it. 


WOR Adds Bennett 


Victor A. Bennett, former pub- 
lisher of Flite Plan, aviation busi- 
ness paper, has joined the sales de- 
partment of WOR, New York, as 
account executive. 


Gets Fabric Account 


Pressman-Gutman Company, spun 
rayon fabrics, has appointed the 
Frederick-Clinton Company, New 
York, to direct its advertising. 


(Cream... Why Buy 


the Whole Milk? 


To get the cream of the farm market, go where the 


best 


farmers are—where most of the farm income is made and 
spent. Go to the Heart —those fertile Upper Mississippi Valley 
states, which will produce more than half of the farm imcome 
predicted for the entire nation during 1942 —13 billion dollars. 


These Heart farmers 


ket —form a closely knit, easily reached market 
with above-average purchasing power 
more desire for the things you have to sell and 
greater ability to pay! And the dest buyers in 
this market —the families with the most money 
to spend—are loyal Successful Farming read- 
ers, grateful for the services of Successtul 


Farming in helping them maintain their above- 


average standard of living. 


Naturally, they preter Successtul Farming; 


cream ot the farm mar- 


with 


lies in the Heart. 


down 


Successtul 


naturally, we stand ready to prove it 


ot the cream ot the tarm market 


Farming s 


by care- 


ful, impartial surveys which show that among 
all tarm magazines, Successtul Farming ts the 


magazine preferred by substantial tarm tami- 


It you're interested in keeping selling costs 


and if you want to get a bigger share 


advertise to 


1.200.000 substantial 


tarm tamilies. Meredith Publishing Company, 


Des Moines, lowa. 
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Promote Pond’s 
Powder, ‘Lips,’ 
in New Campaign 


New York, Feb. 18.—Firmly con- 
vinced that an attractive appear- 
ance is more important to women 
today than ever before, Pond’s Ex- 
tract Company has released a drive 
for Dreamflower powder and Pond’s 
“Lips” in 16 women’s magazines 
and Puck—the Comic Weekly 

Color insertions describing actual 
shades of the new powder broke in 
February issues of Fawcett Wo- 
men's Group, Ladies’ Home Journal, 
Macfadden Women’s Group, Made- 
moiselle, Modern Magazines and 
True Story. The campaign will con- 
tinue throughout the year with one- 
half and two-thirds pages except in 
Mademoiselle which will carry page 
insertions. Opening ad of the drive 
in Puck will appear Feb. 15 and 11 
additional one-third pages in color 
are scheduled until Oct. 31. 

During the three “cold weather” 
months of January, February and 
March, copy for Pond’s Dry Skin 
cream has been stepped up in size. 
These ads are now appearing in 
The American Weekly, Good House- 
keeping, Ladies’ Home Journal, Mc- 
Call’s and Woman's Home Com- 
panion, as well as the First Three 
Markets group. J. Walter Thomp- 
son Company is the agency. 


Theater Candy Bar 
Machines Loom as 
New Ad Medium 


Los Angeles, Feb. 18.—Theater 
patrons in Southern California will 
soon be treated to a new advertising 
medium when Theater Candy Box 
Corporation completes installation 
of 25 machines in Fox West Coast 
theaters within the next 60 days. 

The plan calls for motion picture 
panels to be installed at the top of 
the candy bar machines which now 
are a regular part of the theater 
business in many sections of the 
country. By using rear projection 
on a small screen with a 16 mm. 
automatic projector and slide film 
machine, the new contraption pro- 
vides one minute movies for enter- 
tainment and slide film frames for 
the advertising. 

Under the test plans, slide films 
advertising candy package goods on 
sale at the sweets bar will be in- 
cluded to impress potential adver- 
tisers whose products are for sale 

Theater Candy Box Corporation 
was recently organized with a capi- 
talization of $200,000 under state 
permit. Listed among directors are 
Sam Katz, MGM studio executive; 
Frank Orsatti, motion picture talent 
agent; Lester W. Roth, Albert W. 
Leeds and Edward J. Klassen. 
Charles P. Skouras, president of Fox 
West Coast Theaters, is also re- 
ported to be interested in the new 
corporation. The new company is 
believed to be an outgrowth of the 
Phono-Vision Company started by 
Mr. Orsatti some months ago in 
which he hoped to sell advertis- 
'ers the idea of using motion picture 
juke box machines. Heavy cost of 
maintenance was said to have been 
the drawback to the Phono-Vision 
venture 


Cobalt Order Affects 
Glass, Inks, Dies 


The War Production Board has 
prohibited the use of cobalt in all 
pigments after May 1, and restricted 
its use until that date to 40 per cent 
of the amount used in the first six 
months of 1941. The glass indus- 
try will be affected most seriously, 
particularly in the manufacture of 
blue bottles 

Inks, enamelware, fabric dies, 
paints and stains are expected to 
turn to ultra-marine blues, made of 
chemical synthetics instead of from 
cobalt Ultramarine blues have a 


reddish cast instead of the blue- 

green produced by cobalt 

Si j j 
immons Advanced 
Raymond G. Simmons, space 


buyer and radio director of Mel- 
drum and Fewsmith, has been 
elected a_ vice-president of the 
Cleveland agency. 
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Attractiveness is more important for 

women now than ever, Pond's Extract Co. 

maintains, and is using copy like this in 

a new campaign for its powder and 

“Lips.” J. Walter Thompson Co. han- 
dies the account. 


“News” Hails 100th 

The Galveston News, whose first 
issue was hand set and printed by 
a roving soldier-printer, Samuel 
Bangs, will publish its centennial 
edition April 11. As Texas’ oldest 
newspaper, the News had originally 
planned a large celebration, but 
owing to the national situation, 
plans for commemorating the 100th 
anniversary of a newspaper which 
began publication when Texas was 
a tottering republic have been cur- 
tailed, and only a special edition, 
for which copy has been in prepara- 
tion since late summer, will be 
issued, 


Mutual Adds WJHO 


Station WJHO, Opelika, Ala., has 
become the 198th affiliate of the 
Mutual Broadcasting System. The 
station operates on 1,400 kilocycles 
with power of 250 watts day and 
100 watts night. 


Company 
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How Department Stores Chart the 


1921 TO 1941 


PERCENTAGES OF ADVERTISING EXPENDITURES PLACED BY 
CHICAGO DEPARTMENT STORES IN CHICAGO NEWSPAPERS 
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centages charted were calculated on the basis of total expenditures in all news- 
papers published in each year. 
4 
TIMES 
1 | l | den l l l l I l | . = ——— l | | j 
1922 1923 1924 1925 1926 1927 1928 1929 1930 1931 1932 1933 1934 1935 1936 1937 =: 1938 1939 1940 1941 


eer aah Stet wer aa ag ao peo metas | a al : Roa: 1S Paes : 6 UY: a ee rgg.S op 4 : wha «gules ate has Saas - gis ene Be EtG | ~ aed bia ear 
. oy , epie gies 
a 
; = ee PE februa 
a an 
obs 
a 
a 
i 
i. 
Bale 
i} 
nT eserenaaeseaeneeananamamasensumunmeanmmmamnsnmnnnmnnnmententimanenmmnsnasentagnatenmanmnnnntannanstnatentsipaseeenae 
| 
me 
A wage 
a 
+ Po 
- 
ace 
a Z 
ae 
By 
Pere 
oe | 
- 45% | 
ea | 
er 
cr, 
Wi on 
5 el 
Goa Gah ° 
eee 
‘eee. 
bin 
a 
on 30% 
| 
ws | 
(\——~ \ aime | 
| 
| 
4 | 
a | 
ral 
he F | 
_aaaee 
ar | 
; i 
| 
| 
1am | 
j old | 
aN | 
ag | 
poe | 
Sghad | 
=a 
ae) | 
e 
rid 
% é | 
Ld 
i | 
‘ aa 
ee 
. 
igs 5 oe 
gi af . cies ~ ? 7 a ‘ ‘ ee y - 3 sii ee gs ‘ Py ae " * : te ‘ - : E . “ad eas Bed Zz * £ a . f . Pa * ay - se r Cid 5s tee 
Se : : — aes fei. ae Shae a ‘ vi ao? ar Saee ee Be a Salen hos. 4 Set # oe ea ae WanET Shen fn ae o Pace 
: Gy <oe eee, oa z “ ; Fs es Rs , 5 ‘i Pee oer, A nig ae oh a Pg. as & - ay i SQee. Z, 
& it rs ; ate i OR ge A SP aes ‘ sat oo or at yi , Be cS ays ay , ey x ee) ea ae “aoa A gs = aa hig * ie ee fl 2g te " of ge iin ws ge ris 
5 i ‘ x Bet ay FP abe 9S 4 2 ar oo git tet “4 ° ie eee & Pi > 4 ids DOF ee aie @ se 3 ae »s we * es Os ie | é gs ba Fe i. ey aye? e pes a 2 
ne te fe BESSA 7 eA 2 “he a er a nis et ae ion apt BAe i Ea BEA aie e a 58 cel” Ts oy) Tes eee : Rae + ae ‘7 fey 
9, ome > Puc <a z en © '* 7S # i. ee we i o ae rr “ a “ih, fa | oe aoe Yt " oy fe ae 


february 23, 1942 


ADVERTISING AGE 


19 


fourse for Advertisers in Chicago 


On the basis of long-term experience, 
they placed in the Tribune more of their 
1941 advertising budgets than they placed 
in all other Chicago newspapers combined 


HARTED here are basic facts of interest to 
every advertiser determined to make the 
most of his promotion funds in the Chicago 


market. 


Selling hundreds of millions of dollars in 
merchandise annually to people in all walks of 
life, department stores, to stay in business, must 


make it their business to know media values. 


In 1921, the Tribune was third in point of 
expenditures for advertising placed by depart- 


ment stores in Chicago newspapers. 


Last year, for the thirteenth consecutive year, 
these stores made the Tribune their number one 
medium. For the fourth consecutive year, these 
merchants who know Chicago best placed in the 
Tribune more of their advertising expenditures 
than they placed in all other Chicago newspapers 


combined. 


These years covered by the chart presented 
to all Chicago newspapers the same challenge— 
and the same opportunity. The Tribune met the 
challenge and improved its opportunity by 
improving its product and delivering steadily 


greater value to readers. 


Since 1921, Tribune total net paid circulation 


has registered a gain of more than 555,000 on 


weekdays and over 430,000 on Sundays. 


When you can have more, why take less? No 
matter what you sell or to whom you sell, the 
facts make plain that you sell more in Chicago 
when you build your promotion around 


the Tribune. 


To maintain your sales in line with your 
requirements and expectations in Chicago, ask 
a Tribune representative or your advertising 
counsel to help you work out a program built 
around the Tribune. Rates per 100,000 circula- 


tion are among the lowest in America. 


No Matter whar kind of 
STOUP to which it . 


-INCOME MEDIUM 


Thie «... 
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hicago Gribune 


THE WORLD'S GREATEST NEWSPAPER 


January average total 
net paid circulation: 
Daily, Over 1,000,000 — 
Sunday, Over 1,200,000 


A ay & 4 ie . |] ee 
a). 7 4 x - ‘ ‘ ee a 8 : => is 
ee —“C;isSCSCSSSCiés Zz 
ai 
3) ge 
Deans 
7 
‘ 
a 
a 
ee en wie 
© i 
Product you sel] or the income " 
als, the experience of department 
StOres proves that you reach more Prospects when your 
advertising runs in the Tribune. 
During January, Tribune total] Circulation averaged in excess 7 
f 1,000,000 on wee 200,000 on Sundays. ihe 
: i 
Po ation than the second oe 
d more than any two 
_ Papers Combined. 
On Sundays the Tribune delivered 290,000 more than the 
unday NC€Wspaper and 785,000 more than 
Sunday Newspaper. 
Politan Chicago, the Tribune delivered hi 
375,000 more daily Circulation than any other Chicago daily oe 
NEWspaper. On Sundays, the Tribune delivered in Metropolitan 
Chicago 360.000 More o Ss : 
= 
y ~ "'y ‘ My je 
4 f 5 re ie 
: ty 
: SERVING a 
"s CHICAGO Bae 
HOR Q4 VEARS Dae 
es eC“: ‘* 
’ oe i oe a th Ra a ae 
Pe fale ee | ei al RY ae Ze 
ee pi pe he GA His - Pat Pha gee gk ae AI 
Ets tay Oe Bi es ee ht | ae hs, ie eI es a * = 
aa ae i a > re re ee Ee a i; ee os es EY a My Be Pe ene . sae oer é 
1 aE ie ey a ie A ee ye ss ee mE ae "5 
Ba NE. 75: | Jp ie see Saree ae aes! eee Pe os ee 
ie ar a a ae a ; ot Be Kine. TES mail 
a ae PE en art ae te ay a “tage ae 
ee ee la 2G mS 
ee Peas, ey 


20 


ADVERTISING 


February 23, 194) 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Trade Praises Copy 


To the Editor: The attached 
advertisement for the Warwick 
Chemical Company has caused so 


many favorable comments that we 
are sending it to you at this time 
with the thought that you might 
care to reproduce it as one of the 
outstanding ads of the times. 

The copy will appear next month 
in American Dyestuff Reporter and 
subsequently will be carried in Cot- 
ton, Textile Age, Textile Bulletin 
and Textile World. 

A. S. GOLDBERG, 

Beacon Advertising Agency, 

New York. 

v v v 
Want Hawaiian Liquor? 
To the Editor: We earnestly | 


solicit your order for approximately | 


27,000 gallons of 
liquor on _ hand, 
Hawaiian rum, 
and Hawaiian okolehao. We 
also 3,000 gallons of Hawaiian 
guava wine. The distillery is 
needed for distillation of alcohol for 
torpedoes and motor fuel, and the 


three-year-old | 
consisting of | 
Hawaiian 


warehouses are needed for the stor- | 


age of war material. It is essen- 
tial that this liquor is shipped out 
to the mainland in the shortest pos- 
sible time, and an organization such 
as yours could conveniently handle 
the entire lot. 

It will be the first time that a 
properly aged Hawaiian liquor is 
sent to the mainland and you will 
find it of excellent quality. A little 
sticker on the bottle stating, “Re- 
member Pearl Harbor” and “Hawaii 
Delivers The Goods,” will remind 


brandy | 
have | 


NO BLACKOUT 


A bright spot in the wartime emergency 
—the textile industry's readiness to serve 
both Army and civilians—is given effec- 
tive treatment in this copy for Warwick 


Chemical Co.., 


press. 


to appear in the business 
Beacon Advertising Agency di- 
rects the account. 


porary because advertising would 
probably diminish to the point of | 
almost total extinction and thus 


publishers wouldn’t need as much 
paper as formerly. That’s just too 
much for us little fellers to figure 
out and as you are an advertising 
authority we hope you can give us 
the answer. The Chicago Tribune 
is now starting to reprint our edi- 
torials and we still accept advertis- 


the buyirg public of the important | ing orders from alert advertising 


part Hawaii plays in the defense of | 
the nation. 
F. LOMBARDO, 
President, Hawaiian Distilleries, 
Ltd., Honolulu, Hawaii. 
v v v 


Control “Free Publicity” 

To the Editor: The attached clip- 
ping may be of interest to you as it 
shows what a small community does 
in connection with the war, in show- 
ing pictures of local boys serving in 
the Army and Navy and giving 
news about them. 

Oregon is just one of about 1,300 
other towns or cities our size, about 
2,500, and as we are the county 
seat of Ogle County, almost every- 
thing here revolves around govern- 
ment activities. 

We watch the activities of the 
Selective Service Boards which are 
inducting our boys and _ sending 
them off to camp. Quite a number 
have enlisted in various branches. 
Boys are being taken from our farms 
and we wonder, at times, how farm- 
ers are going to raise their crops. 

We have gone over the top twice 
in Red Cross drives. We under- 
stand we are better than average in 
purchase of bonds and stamps and 
civilian defense, and the multitude 
of war activities are as confusing to 
us as they must be to others. Elec- 
tions are coming up soon and poli- 
tics apparently have not been ad- 
journed for the duration. 

When orders for four paid ads 
from the Navy were received from 
BBDO we nearly fainted but recov- 
ered, carried them and as_ usual 
gave them a baker’s dozen on 
everything they asked for. 

We tried to estimate the amount 
of “free publicity” deluging us from 
Washington and roughly figured if 
we set in 8 point type all the matter 
we received for just one week, it 
would have run better than 20 full 
pages. As we print only eight pages 
each week, you can see where we 
would have ended up. Can’t you 
get that censorship gang working 
at the source and choke off some of 
the deluge? We have to be polite 
and open it and then put it in bas- 
kets to give to the Salvation Army 
for waste paper. Occasionally we 
write some news copy on the 
back of some of these releases. That 
helps some. 

One Washington service said last 
week the paper shortage would be 
acute but that would only be tem- 


or 


agencies and advertisers. 
E. D. LANDERS, 
Ogle County Republican, Ore- 
gon, Ill. 
— oo 


| Disputes “Sun” Claim 


To the Editor: I notice from the 
Feb. 2 issue of ADVERTISING AGE 
that the promotion department of 
the Chicago Sun, through K. C. Mc- 
Cann, takes credit for inaugurating 
the use of the “Victory V” in dog- 
ears of their various editions. 

In order to keep the’ record 
straight, without any desire for any 
credit for its use whatever, I am en- 
closing copy of the Nashville Ban- 
ner of Aug. 16, 1941. You will 
notice in the dog-ear the “Victory 
V”’ as a background for the listing 
of the various press services which 
this paper carries. 

I believe that Aug. 16 is some- 
what earlier than Dec. 4, which I 
understand was the date of publica- 
tion for the first issue of the new 
Chicago Sun. I daresay that the Sun 
also knew of the use of the “Victory 
V” in the Nashville Banner long be- 
fore it contemplated using it in its 
own editions. 

We use the “V” in a manner sim- 
ilar to that adopted by most others 
who are interested in a complete 
victory for the allies, in merely at- 
tempting to do our part in bolster- 
ing the morale of the public, and not 
as merely denoting our own desires 
and aims, nor our attitude toward 
complete cooperation with the gov- 
ernment, because these things have 
always been self-evident, as far as 
we are concerned, and have never 
been questioned. 

E. B. STAHLMAN, Jr., 

Executive Director, Nashville 

Banner, Nashville, Tenn. 


Show “Blacked Out,” But 


Not Owens-Corning 

To the Editor: As you probably 
know, the annual show of the 
American Society of Heating and 
Ventilating Engineers was can- 


celed two weeks previous to the 
scheduled date. 
We had scheduled a_ two-page 


spread and had released copy to our 
trade magazine list. Fortunately, 
we were able to cancel all these 
with the exception of Air Condition- 
ing & Oil Heat and Heating, Pip- 
ing and Air Conditioning. In en- 
deavoring to turn this situation to 
our advantage, we made a mailing 


to all furnace, air conditioning man- 
ufacturers, Dust-Stop special rep- 
resentatives and jobbers. 

The four-page folder carried a 
reproduction of the advertisement 
and pointed out that although the 
show was “blacked out” company 
officials were on hand to attend ses- 
sions and welcome any visitors. 

WILLIAM D. THACKERAY, 

Advertising manager, Owens- 

Corning Fiberglas Corporation, 

Toledo, O. 


v v v 
Reducing Sales Cost 

To the Editor: At the risk of tell- 
ing you something with which you 
are already in touch, I want to bring 
the following facts to your atten- 
tion in the hope that it may be of 
interest to you as I know it will be 
to many manufacturers and to ad- 
vertising agencies, especially in the 
grocery field. 

Under today’s distressing condi- 
tions it is more true than ever 
before that a manufacturer of gro- 
cery products can reduce his sales 
cost without impairing volume by 
using experienced specialty brokers 


on a commission basis, instead of 
his own salaried sales force, to cover 
the primary distributors such as 
wholesalers, corporate chains and 


| voluntaries, and to direct such work 


on the retailer as may be advisable 
for the item. That has always been 
true unless a manufacturer like 


|General Mills, for example, had so 


many items that the line would ne- 
cessitate a crew of men who had 
nothing else on their minds. 

The difficulty of transportation is 
another item that is making many 
sales managers figure on using 
brokers in the bigger centers. 

My long experience indicates the 
belief on the part of many manu- 
facturers that there is no substitute 
for their own salaried sales force, 
which mental attitude comes solely 
from lack of knowledge of the ad- 
vantages of using brokers. 

O. LOCKETT, 
The Lockett Company, 
Chicago. 
v v v 
An Adman Foursome 

To the Editor: The _ enclosed 
greeting “sings for itself.” 

Our organization numbers quite a 
few advertising men and it might 
interest you to know that an item 
of three lines in the Getting Per- 
sonal column of ADVERTISING AGE 
about a year ago brought quite a 
response from advertising men 


in | 


_——— 


a 


Chicago and vicinity. A number o¥ 


them have since joined the s 
thanks to the publicity 
three lines. 
“The Misfits” 
the writer one hour before th; 


of 


of the National Quartet contest |, 


July 3 in St. Louis, Mo. We 
half hour rehearsal before ; 
ing for the first of the prelim 
We're rather proud of being 
survive the eliminations a 
chosen among the 12 finalist 
tets. In the finals we finish: 
enth—which isn’t bad out of 
petition of 60 quartets entere 
all sections of the country. 
Maybe we can even mov. 
notch or two next June at t 


tional convention to be h: 
Grand Rapids, Mich. Of tl 
“Misfits,” Pete Buckley is 


chasing agent, Art Bielan is 

duction executive of Wester: 
tric Company, and Joe Murr 
Chicago police lieutenant. BP 
time next year I hope to | 
quartet of advertising men 

ized and then think of the d 
ance around the meetings 

CIAA, the Dotted Line Clu 
CFAC and others. 
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Cy PERKIN:, 


Vice - President, Chicago C} 


ter, Society for Preservation 4 


Encouragement of Barber S 
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SELL THE SOUTH’S BIGGEST MARKET 


HOUSTON EMPLOYMENT 


UP 41.9% 


ABOVE 1929 
HOUSTON PAY ROLLS 


UP 53.6% 


ABOVE 1929 


Based on Average Month 
of 1929; Figures from 
Bureau of Business Re- 
search, University of 
Texas. 


When your problem is how to get more sales, but keep your 
selling costs down—the solution is The Houston Chronicle. 
Houston is the South’s biggest market, and The Houston 
Chronicle gives you the largest coverage at the lowest milline 
rate in Texas—daily or Sunday. 


Census). 


Just think! Houston spent $21,000,000 more 
in Retail Sales than any other Southern city in 1940 (U. S. 


In 1941 Houston’s Retail Sales jumped up 12%. 


And currently Uncle Sam is pouring 750 million dollars into 
the Houston area for defense. 


For 29 consecutive years advertisers have 
overwhelmingly chosen The Chronicle to do their selling job. 
Last year they placed 53.1% more advertising in The 
Chronicle than in the second Houston paper, and 153.3% 
more than in the third Houston paper. 


The Chronicle can do a selling job for YOU, too. 


IME HOUSTON CHRONICLE 


First in Circulation and Advertising for 29 Consecutive Years 


R. W. McCARTHY 
Manager National Advertising 


THE BRANHAM COMPANY 
National Representatives 
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Soap fo Change, 
But No Scarcity 
in Sight for "42 


Glycerine Content to 
Drop as War Needs 
Increase 


Vashington, D. C., Feb. 19.—Be- 
cause soap in wartime is virtually a 
y-product of one of the most vital 
tools of war — glycerine — the War 
Production Board expects the 1942 
supply of soap for domestic dis- 
tribution to suffice “to scrub this 
land and most of the things in it.” 

Vhile the supply of soap appears 
likely to compare favorably with 
peacetime output, the product itself | 
wi probably change somewhat. 
Soap manufactured in the future is 
slated to be slightly less slippery, 
since almost all of the glycerine will 
be extracted to make explosives. 

he importance of the prospective 
availability of soap to the advertis- 
ing world is evident from an ex- 
amination of the advertising ex- 
penditures of leading companies in 
this field. According to an ADVER- 
TISING AGE tabulation published 
Feb. 2, three of the first five in the 
list of largest advertising spenders 
of 1941 in magazines, network radio 
and farm papers were firms whose 
principal product is soap. 


P & G Leads List 
Procter & Gamble Company topped 


Cs 


the list, Colgate - Palmolive - Peet 
Company was fourth, and Lever 
Bros. fifth. Their aggregate esti- 


mated expenditures in these three 
media alone was almost $26,000,000. 
When newspaper figures for 1941 
become available, the total will be 
swelled considerably, not to men- 
tion spot radio, other media, and 
other advertisers in the same field. 
In 1940, the “toilet requisites” clas- 
sification accounted for 11.3 per cent 
of all expenditures for newspapers, 
magazines, network radio and farm 
papers, totaling $47,596,636. 

Glycerine production last year 
was the largest in history, but pro- 
jected requirements for the United 
States and its allies indicate an even 
higher demand. Loss of cocoanut 
oil from the Philippines complicates 
the problem, but various nut sources 
in Latin America, the South Seas 
and Africa are being exploited to 
make up the deficiency. The avail- 
ability of transportation to deliver 
these ingredients is another compli- 
cating factor. 

WPB will soon enlist the aid of 


every housewife in the glycerine 
production campaign, and _ soap 
manufacturers will benefit  indi- 


rectly. A concerted effort is to be 
made to salvage glycerine-content 
garbage, and in this connection the 
making of soap at home will be dis- 
couraged. Soap manufacturers will 
thereby gain an expansion of their 
potential market. 

The soap outlook for 1943 is not 


The Greatest 
SELLING POWER 


in the 


SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
C BS AFFILIATE 


Wat Rep.— THE KATZ AGENCY, INC. 


so promising. Although soap made 
from now on will contain less than 
1 per cent glycerine, the need for 
glycerine may become so acute next 
year that some form of soap curtail- 
ment may be necessary. WPB, 
however, is already taking steps to 
meet 1943 glycerine demands. 


Joins General Foods 


Edwin B. Dooley, formerly a 
member of the New York Sun 
sports department, has joined the 
public relations staff of General 
Foods Corporation, New York. 


Moves to New Quarters 

Ray McCarthy Advertising Ser- 
vice has moved its offices from 10 
Rockefeller Plaza, New York, to 
1841 Broadway. 


ADVERTISING AGE 


Protective | Paper 
for Perishables 
May Cut Spoilage 


New York, Feb. 19.—A new type 
of paper packaging for food prod- 
ucts, entailing use of color screens 
to protect fruits and vegetables 
from premature decay appeared in 
the offing this week. E. G. B. Riley, 
president of Rile-Coe, Inc., discuss- 
ing the part his company’s process 
may play in the nation’s war effort, 
stated that he believed various types 
of paper soon will be treated to 
keep oranges fresh longer, make 
cigarets milder, keep bananas from 
blackening and pears from develop- 
ing soft spots. 


Every sensitive plant product, ac- 
cording to Mr. Riley, reacts favor- 
ably to particular rays of light. 
Practically all are allergic to ultra- 
violet and part of the visible blue, 
orange and red. Complete exclusion 
of all light rays by means of black 
paper, however, fails to produce the 
good results secured with papers 
that transmit certain selected wave 
bands. In other words, materials 
are not just protected in a negative 
sense, but are positively benefited, 
especially by light waves in the 
green spectrum. 

So far, Mr. Riley has not licensed 
anyone to use the invention he con- 
trols. He believes the time is now 
ripe to go ahead, however, and ex- 
pects that the Rile-Coe process will 
play an important part in the war, 


by prolonging the freshness and nu- 
tritional qualities of fruits and 
vegetables with a minimum of re- 
frigeration. 


To Dan Carroll 

Charles M. Fairbanks, formerly 
with the New York News and John 
Budd Company, New York, has 
joined the sales staff of Dan A. 
Carroll, publishers’ representative. 


VISUAL FACTS 


Tell your story clearly to the people 
you want to reach. Basically simple, 


Visual facts are the meat of your story 
put into quickl understood picture 
form. Write for folder AA. 


VISUALFACTS, 2 W. 46th St., W.Y.C. 


HAMPION 


fools the SUBMARINES 


CHAMPION learned a hard lesson in the last war, being forced to 


charter its own ship, dodge the submarines, and pay big money to import clay 


needed to continue coating paper. Today Champion operates its own clay mines, 


controls great stands of domestic timber, and makes many of its chemicals. 
Champion has combined such foresight with unusual resources and long experi- 
ence to become largely self contained. This mill thus assures Government and es- 


sential industry the greatest flow of paper possible under this wartime emergency. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . . . CANTON, N. C. . . . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing ... Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 
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Ethridge Resigns 
Employment Post 


President Roosevelt has accepted 
with regret the resignation of Mark 
Ethridge as chairman of the Com- 
mittee on Fair Employment Prac- 
tice. Mr. Ethridge asked to be re- 
lieved because of the press of his 
duties as general manager of the 
Louisville Courier - Journal and 
Louisville Times. Although resign- 
ing the chairmanship, he will con- 
tinue as a committee member. 

The fact that several other ex- 
ecutives of the Courier-Journal are 
now serving the government in a 
variety uf capacities made it neces- 
sary for Mr. Ethridge to devote the 
major part of his time to his pub- 
lishing post. 


BOOKLETS — 

CATALOGS ates 
COST 
LESS 


IMPROVED OFFSET 


e 
LCanrel reyes ott 
COMPLETE COPY & ART DEPARTMENTS 
LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW YORK 
WALKER 5-3030 


Jacksonville to 
Keep Advertising 
at Pre-War Pace 


Jacksonville, Fla., Feb. 17.—War 
or no war, the Jacksonville Tourist 
and Convention Bureau intends to 
advertise at its pre-war pace, Frank 
Winchell, manager, declared this 
week. 

The bureau spent $31,000 adver- 
tising Jacksonville last year and 
will appropriate a similar sum for 
1942, Mr. Winchell said, despite the 
fact that the current emergency 
may curtail travel in some respects. 

Of the 1942 amount, the tourist 
body will spend approximately 
$17,000 in leading daily newspapers, 
particularly in the New England 
states. The remainder will be used 
for magazine advertising, panel 
posters, and folders which will be 
mailed out from time to time. 


URGES NEWSPAPERS 

Atlantic City, N. J., Feb. 17.- 
The scrapping of national magazine 
advertising in favor of localized 
newspaper copy for resort munici- 
palities, hotelmen and kindred in- 
terests was advocated here today 
by Arlyn W. Coffin, managing di- 
rector of the New Jersey Council, 


ADVERTISING AGE 


the state’s promotion agency. 

Mr. Coffin was principal speaker 
at the first of a series of three 
state-wide recreational conferences. 
He said the Council itself was drop- 
ping its plans to advertise nation- 
ally and was allocating its entire 
fund to newspaper accounts within 
200 miles. 

War conditions, he declared, are 
bringing on a state of “short haul” 
vacationing and defense workers 
within this limited area are best 
reached by the newspapers of the 
section. The Council's plans in- 
clude papers in New York, Phila- 
delphia, Newark, Wilmington, Balti- 
more, Washington, Pittsburgh, 
Harrisburg and the large munitions 
centers of New Jersey. 


Hanovia to Scheck 

Scheck Advertising Agency, New- 
ark, has been appointed to handle 
advertising for the industrial, pro- 
fessional and research apparatus di- 
visions of the Hanovia Chemical and 
Mfg. Company, Newark. 


Named by Best Foods 

Carl Cooper Helm, formerly in 
the public relations department of 
Arthur Kudner, New York, has 
been named manager of the public 
relations department of Best Foods, 
New York. 


Factory and Farm join hands 


to give the Toledo Market 
Double Value! 


They may never see each other — the 
skilled factory worker and the alert sun- 
up to sunset farmer... yet by their joint 
effort they are every day contributing 
to the strength and vitality and produc- 
tiveness of one of the nation’s most 
substantial areas — the whole Tolédo 


Market, embracing the great industrial 


city of Toledo and the richest farm lands 

in the State of Ohio. Yes, factory and 

farm join hands to make Toledo a 

DOUBLE VALUE market, enriched and | 
stabilized by the products of industry 

and agriculture — a market of enduring 

value — VALUE for TODAY — VALUE 

for the after-war TOMORROW! 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


*Canadian Home Journa P . 
*bCanadian Homes & Gardens 
*Chatelaine 
*tLiberty 
*2=Maclean's 
*Mavyfair 
*National Home Monthly» 
Total Group 


Display, including poultry and 


FEBRUARY LINAGE FOR CANADIAN MAGAZINES 


ee | 


——1942—_—. ———1941 
Pages Lines Pages I 
32 ee Ske 30.2 
a4 16,474 29 
s2.1 2,469 oS. 
18.1 7.785 15.4 
+ 4,877 0 
4 »ao8 2 
? ; 52 18.0 
“1 l 194 


livestock in Canadian Farm Papers 
5 17.2 


tidCanadian Countryman : 4.8 10,385 2 
*Country Guide & Nor’'-West Farmet 17,117 22.5 
*taFamily Herald 

Eastern Edition 21 1,49 4 

Western Edition 21.0 11,03 4 
eFarm and Ranch Review 10 7.401 ) 
Farmer's Advocate & Home Magazine 18.7 13,090 1¢ 
*Farmer'’s Magazine , 22.4 15,701 26.2 
*taFree Press Prairie Farmet! 24.2 26,805 8.5 
*Western Producer 14.8 16,281 13.8 

Total Group 171 149,109 184.7 

*Figures furnished by publishes 


bJanuary and February for 1942 combines 
January linage 

aFour issues 1942; five issues 1941 
'Bi-weekly 

“Semi-monthIys 

eDisplay advertising omittin pou 

adTwo issues both years 


‘Montgomery Asks 


City Figures on 
Cost of Milk 


Washington, D. C., Feb. 18.— 
Donald E. Montgomery, the Depart- 
ment of Agriculture’s watchdog for 
consumers, plans to ask officials in 
33 cities whether reduced costs of 
milk distribution are being passed 
along to the public. At his request, 
the U. S. Conference of Mayors is 
gathering the data. 

Investigation by Mr. Montgomery 


has shown that home delivery of 
milk has been, or may be_ soon, 
curtailed in all of the 33 cities. 


Since reduced purchase prices are 
slated to go along with the reduced 
service in only a few the 
Consumers’ Counsel intends to find 
out why. 

Pointing to the adoption in some 
cities of plans by which consumers 
get milk deliveries only every other 
day, Mr. Montgomery said that “if 
truck drivers are sacrificing em- 
ployment and consumers are sacri- 
ficing service, the milk companies 
are saving money. Our war pro- 
gram requires every possible econ- 
omy in getting milk to consumers, 
but if they make the economies pos- 
sible, they should get the benefit of 
them.” 

The cities involved are: Mont- 
gomery, Ala.; Long Beach, Cal.; 
Hartford: Miami; Atlanta; Augusta, 
Ga.; Macon; Savannah; Quincy, IIL; 
Boston; New Bedford, Mass.; Wor- 
cester; Springfield, Mass.; Detroit; 
Lansing; Kansas City; Newark; 
Niagara Falls; Schenectady; Troy, 
N. Y.: Cincinnati; Cleveland; Co- 
lumbus; Lima, Massillon, Mount 
Vernon, Youngstown and Spring- 
field, O.: Knoxville; Memphis; Ta- 
coma: Yakima, Wash., and Mil- 
waukee. 


cases, 


Stresses Technical 
News in War Program 
Despite the fact that we are en- 
gaged in a war of machines, victory 
depends on the technical knowledge 
of men, Factory pointed out re- 
cently in a full-page advertisement 
in the Washington Post. The pub- 
lication asserted that “industry's 
staff officers the plant managers, 
engineers, superintendents and 


foremen—are the technical brains 
that must out-plan and out-engi- 
neer our enemies.” 


In stressing this significant quest 
for knowledge, Factory pointed to 
the editorial pages of business pap- 
ers as the source to which industry 
turns for inspiration and for the 
newest and best techniques needed 
for victory Industry’s “staff of- 
ficers” likewise depend on the ad- 
vertising pages of the business press 
“for equally vital, factual informa- 
tion concerning the services, ma- 
chines and materials which are the 


tools they use and must have to 
solve the problems they face to- 
day,” the magazine declared. 


Stresses Conservation 

Norge division 
Corporation, Detroit, has launched 
a planned service program designed 
to stimulate the service business of 
distributors and dealers and to aid 
Norge owners in cutting utility bills 
and maintaining uninterrupted use 
of appliances which may be irre- 
placeable for the duration 


of Borg - Warner 


WPB Sets Packaging 
Rules for Hosiery 


In an effort to conserve an e. 'j- 
mated 7,000,000 pounds of boxbo: rd 
and paper annually, the War P o0- 
duction Board has asked the hosicry 
industry to make several change: jn 
packaging practices. Other indiis- 
tries which have used packag ng 
material lavishly are expected to 
receive similar requests. 

WPB asked hosiery makers to 
double the number of pairs jer 
cardboard box in high and medium- 
priced groups, to eliminate indi- 
vidual wrappers or envelopes, and 
to eliminate boxes entirely on low- 
priced hosiery, packaging in bun- 
dles of a dozen. 


Adds A. A. Haniford 


Albert A. Haniford, formerly «s- 
sistant to the director of dealer re- 
lations, Johns-Manville, Inc., has 
joined the sales department of Man- 
ning, Maxwell & Moore, Bridgeport, 
Conn. Walter Williams, formerly in 
the Chicago office of the company, 
has been transferred to the St. 


Louis office. 


in the Active 


Intermountain 


Market 


POPULAR 
Station 


Salt Lake Cuy 


RED 
NETWORK 
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| There’s No AP 


|For the Business Newspaper 


When you pick up your business news- 
paper and read stories and articles 
reporting important developments in all 
sections of the field, written from an 
expert viewpoint and interpreted in 
terms of the interests of the industry, 
you may not always realize the scope of 
the organization required to render such 
a complete and effective business service. 

While the Associated Press, the United 
Press and other great news-gathering 
organizations provide world-wide 
service for the daily press, thus relieving 
individual publications of the necessity 
of covering each news situation with 
their own staff, the business newspaper 
carries alone the full load of direct report 
and explanation of events significant to 
the interests of its readers. 

Thus when you find in each issue of 
ADVERTISING AGE exclusive news stories, 
written on the spot from key centers 
throughout the nation, you may visual- 
ize not only the size of the editorial staff 


required to contact and report important 


developments on the front lines of adver- 
tising and marketing, but also the 
editorial direction which forecasts and 
anticipates news breaks and locates edit- 
ors and correspondents for prompt and 


accurate reporting of each fast-moving 


news situation. 

Such an editorial service is no mere 
rewrite or paste-up job—but one of 
original coverage of news events, based 
on thorough understanding of their 
importance and meaning, in the light of 
background knowledge of industry and 
competitive situations affecting every 
important group of advertised products. 
There is no substitute for first-hand 
reporting and expert interpretation of 
this character. 

No, there’s no AP in the business news 
field—but there’s business paper per- 
spective with newspaper speed in the 
presentation of the vital news affecting 
the great business of advertising, 


merchandising and marketing served by 


ADVERTISING AGE. 
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Sets Up Art Service 
Rod Butterworth, formerly art 
superintendent of Macfadden Pub- 
lications, has established Magazine 
ae Art, a publishers’ art consultant 
: service, with offices at 150 W. 46th 
street, New York. 


Ralston Advanced 


David E. Ralston, former Olds- 
mobile sales manager, has been 
named executive assistant to the 


general manager of Oldsmobile di- 
vision of General Motors Corpora- 
tion, Lansing, Mich. 


_ METHOD OF 
PRINTING — 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


; Ballantine Ties 


War and Product 
Copy Into One 


New York, Feb. 18.—A_ unique 
approach to the problem of tying 
up product promotion and the war | 
effort was exhibited by P. Ballan- | 
tine & Sons in newspapers through- 
out the country this week. The/| 
company used 1,000-line insertions 
to announce that all of its 1,800 em- 
ployes have subscribed to the pay- 
roll allotment plan for purchasing 
Defense Bonds. 

Accompanying the headline, “Pay 
Day is Victory Day at the Ballan- 
tine Brewery,” was an illustration 
of an inverted “piggy” savings 
bank with coins dropping out to 
form the three familiar Ballantine 
rings. J. Walter Thompson Com- 
pany is the agency. 


Heil Names Ridgeway 

Heil Packing Company, St. Louis 
meat packer, has placed its account 
with the Ridgeway Company, St. 


| Louis. 


Adds Reflector Account 


Bright Light Reflector Company, 
Brooklyn, has placed its account 
with W. I. Tracy, Inc., New York. 
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PAY DAY is VICTORY DAY toe * 
at the Ballantine Brewery... 


B 


re oor 


P. Ballantine & Sons ties up the Victory 
drive with its familiar three rings in this 
1,000-line copy in newspapers through- 
out the country last week. J. Walter 
Thompson Co. is the agency. 


Cummer Denies Charge 


Cummer Products Company, New 
York, has entered a general denial 
to Federal Trade Commission alle- 
gations that Energine shoe white 
has been misrepresented in adver- 
tising. Cummer admits claiming 
that its shoe cleaner will not rub 
off under ordinary conditions of 
use and will remove dirt and 
grease spots, 
representations are false. 


\ 


Although only 30% of the people of 
the state reside in the 0.P.M., Oregon's 


X> The good citizens of the 0.P.M., 
Oregon's Primary Market, are going 
to earn a lot of new money in 1942 


\ Primary Market, they account for over and in the years to come. And they're 

50% of the state’s spending power! going to buy a lot of new merchandise, 

CLASS. STATE OF OREGON 0PM, PER CENT too. Each month new defense indus- 

i $44,154,000 $22,788,000 51% tries are locating here, tapping the 

mow v mcome 89,044 45,930 51% ae = a ee Dam. 
ch mon 

area 21,555,000 12.282 000 56% established businesses 


These figures are from U.S. Census, 1939— 
latest authoritative data. If you think they're 
good, adjust them to meet the skyrocketing 


“payrolls of Portiand’s current industrial boom. 


\ 


‘4 


orn va 


are increasing their capacity to meet 
new demands. Add it all up and it 
means more payrolls, more money to 
spend for consumer goods of every 
description. And there is a direct 
pipeline to the bulging purse of the 
0.P.M. through the one Portland 
newspaper that thoroughly covers 
this market... 


THE 


PORTLAND, OREGON 


but denies that such | 


Gas, Oil Co-ops 
Urged fo Take 


on Groceries 
CCA Develops New 


Tankwagon 
tion Plan 


| Kansas City, Mo., Feb. 18.— All 
oil and gas cooperatives not now 
engaged in the distribution of food- 
| stuffs, will be immediately urged by 
Consumers Cooperative Association 
|to consider plans for adding this 
| distribution to their merchandising, 
|CCA officials announced last week. 

Cooperatives located in larger 
|towns and county-seat cities were 


| pointed out as the first-line objec- | 


| tives of the new program. “Oil and 


gas cooperatives, which persist in| 


/remaining in that field alone, may 
leventually find the sledding as 
tough as some farmer-elevators did 
which persisted in sticking to 


handling of grain exclusively dur-| 


ing the drouth years,’ the an- 
nouncement warned. 

“Rationing of tires alone is ex- 
pected to curtail the consumption 
of refined fuels between 9 and 15 
per cent the first year, and the rate 
will increase as the tires and tubes 
now giving service begin to go into 


the discard,’ cooperatives were 
warned. “Developments now un- 
foreseen may still further reduce 


the ability of oil and gas co-ops to 
maintain the dividend rate of recent 
years.” 

Cite Co-op Advantages 


In 1941 Cooperative’ Refinery 
Association, CCA’s oil producing 
|and marketing unit, showed a total 
|net profit of $234,953, total assets 
lof $2,462,064, and sold 41,797,193 
gallons of refined and fuel oil in 
| the 1940-41 fiscal year. 

Urging the oil co-ops to add food- 
stuffs departments at once, CCA told 
them that “Today’s co-op grocery 

|is no longer an ‘independent’ at the 
| mercy of an old-line wholesaler but 
has all the advantages of selective, 
big-time buying and an established 
market to supply.” 

The following advantages were 
listed by CCA to the petroleum 
product retailers who open co-op 
grocery stores: one of the lowest 
overheads of any grocery wholesale 
in the Midwest; and pooled pur- 
chasing power which allows buying 
in large quantities under the co-op 
label. 


Change Delivery Practice 


Changes in delivery practices and 
types of fuels used are also being 
urged. The following program has 
been put into operation in part of 
the area and is expected to expand: 
Patron agrees to give advance no- 
tice for orders, so that routing can 
be made with the least truck travel, 
to arrange payments either on a 
cash basis or promptly so special 
trips for collections need not be 
made, to take as large fills as possi- 
ble so as to avoid expense of small 
fills, to pay an extra charge for 
emergency fills or for insufficient 
notice to arrange to utilize definite 
route service on the day agreed on, 
and to accept the services of another 
co-op tank wagon driver if such an 
arrangement seems advisable. 

Through the plan, the co-ops 
expect to cut delivery travel, tire 
wear, etc., one-third to one-half, 
and patrons are to share in any 
decrease in cost resulting from the 
plan’s reduction of travel. 

Raise Sunday Prices 

San Francisco’s two morning 
newspapers, the Chronicle and the 
Examiner, raised their Sunday 
prices from 10 to 12 cents on Feb. 
22. The new boost applied only to 
street sales, and will not affect 
monthly subscriptions. 


Thompson Adds Duties 


Griffith B. Thompson, vice-presi- 
dent and general manager of 
WBYN, Brooklyn, N. Y., has been 
elected a director. 


Conserva- 


— 


Humphrey Named Seeds’ 
New Radio Director 


Watson Humphrey, formerly pr, 
ducer of “Uncle Walter’s Doghouse. 
has been advanced to radio directory 
of Russel M. Seeds Company, C)j-. 
cago. At the same time, contingent 
with shifts in the “Wings of Des. 
tiny” program, Monte Randall, fo, 
merly in charge of merchandis 

{in connection with the Piper Cy} 
| giveaway, has been shifted to the 
public relations department. 

Del King, formerly Seeds’ casting 
director of the Chicago office, 
been transferred to the Hollywood 
office, where he will handle the n; 
show, “Capt. Flagg & Sgt. Qui: 
which Wings picked up from M« 
|nen Company, and Mel Williams 
| who formerly produced the “Win s 
|of Destiny” program, has also bevy 
|sent to Hollywood where he yw || 
take charge of production on 
Flagg-Quirt show. 


‘Donato Joins WOV 


Nat Donato, formerly in the a:- 
|vertising department of the Nev 
| York World-Telegram, has joined 
the sales staff of Station WOV, N; 
York. 


| 


To Compton Advertising 
Betsy Hatch, formerly copywrit 
with William Esty & Co., New Yor <, 
has joined Compton Advertisinz, 

New York, in a similar capacity. 


DAILY JOURNAL CIRCULATION is 
concentrated where sales and spend- 
ing are greatest...in the O.P.M: 
«+The Portland Trading Territory, 
where 80% of Oregon's war defense 
contracts are being executed! 


@ OREGON S PRIMARY MARKET 


13% 81h 


of the Daily Journal's of the Daily Journal s 
Circulation is concen- Circulation in the 0.P ™ 
trated in the 0.P.M. is delivered by carver 


ABC Publishers’ Statement {0 able-to-buy homes! 
September 30, 1941 


Advertisers reach this rich market 
with THE JOURNAL, as these figures 
for the year 1941 reveal: 


JOURNAL oneconsn 


LINAGE LINAGE 


total Retail. 747 G66 4,191,633 


Dept store. 3,016,940 2,506 049 
eee 1,846,662 1.542.917 


Total Display. 1,594,328 5,734,550 


(Figures in lines from Media Records Year 194 


Reach More Families 
with MONEY,... Use 


The JOURNAL 
rem pertand, regen 


REYWOLRS-FTZSERAL, IN. National Representatives: wT 
Chncage. Phitadeipha, Detret. San Francisca, Les Aageles S¢2”* 
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The Business Digest 

Significant Developments in Trade and Industry as 
Reported by the Business Press 
" Edited by RALPH 0. McGRAW 


Capital Control Coming | house organ of Sweet's Catalog 
Plans are being drawn in Wash-| Service. The 1941 total for those 
agton for stringent control of the| states, as compiled by the F. W. 
apital market and a supervisory | Dodge Corporation from its daily 
may soon be set up, accord-| field reports, was $6,007,474,000, 
Glenn Griswold in an in-| compared with $4,003,957,000 in 
tation of the news in Modern | 1940, the previous record year of 
stry for February. The agency,| the post-depression period. The 
ays, probably will be similar | most spectacular increase took place 
the Capital Issues Committee! in the building of new manufactur- 
ynich operated during World War I.) ing plants. 
move, as Mr. Griswold sees! . * 6 
t. is not prompted by concern over | 
the supply of capital, which Wash-| 
views as ample for the needs 


Westinghouse Electric & Mfg. 
Company paid $15,998 to employes 


ADVERTISING AGE 
last year for suggestions made for 
improving the quality and speeding 
up production of output, according 
to Machinery for February. A 62- 
year-old machinist received $750 for 
a time-saving suggestion which 
made it possible to do a job 40 per 
cent faster than formerly. One wo- 
man received 14 checks. More than 
84,000 suggestions have been offered 
by employes since the system was 
inaugurated in 1910. 


a. = »@ 


If large metropolitan stores find 


it necessary to curtail or to elimi-| 
nate deliveries due to tire restric-| 


tions, and likewise if consumers 
reduce their number of trips to 
downtown centers for the same rea- 


Men's Apparel Reporter for 
ary points out. 
* * # 


Febru- 


Secretary of Agriculture Wickard 
is the only person in Washington 
who is apprehensive over the ability 
of food processors to preserve 
the foodstuffs to be produced in 
1942, declares Food Industries for 
February. It is much easier to grow 
foods than to preserve them, he 
says. His fears are not confined to 
the 28 per cent increase in hogs 
which will be marketed this fall, 
but to every perishable food as well. 
He is the only one who has exhib- 
ited any grasp of the magnitude of 
the food preservation problems 
ahead, and oldtimers say he is 
turning the Department of Agricul- 


son, neighborhood shops may look| ture upside down in his effort to 
for substantial increase in business,’ stimulate quick action. 


all| 


| The vast cotton surplus which has 
| glutted U. S. warehouses for years 
| stands a good chance of being wiped 
|} out by war demands, reports the 
| Wall Street Journal, and a serious 
| crop failure this year might even 
bring a shortage before the 1943 
|} crop comes from the fields. A fur- 
ther slash in wool allowance for 
civilian clothes and blankets will be 
made in the second quarter. A Jap 
invasion of Australia would dyna- 
mite all present wool plans, the 
publication points out. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing Mimeographing 
THE LETTER SHOP, Inc. 


440 S. Dearborn St, Wabash 8655 


| 


» immediate future, but rather | 
ys another control over industry. | 
for instance, if there is any ques-| 
tion as to whether a company) 
should manufacture bicycles or ma-| 
chine guns, control over its capital | 
sources makes a decision favorable | 
to the government more certain and | 
easier to reach. 

But capital controls reach even 
deeper than that, the writer points 
out. When the government fur- 
nishes or allows the issuance of 
capital to be used for industrial 
processes it has more infiuence over 
questions of salaries to be paid, 
dividends to be declared, reserves 
to be set up, and pooling arrange- 
ments to be made with other indus- 
tries. 

The planners are going slowly 
about this project, Mr. Griswold 
says, because they want the con- 
trol to go as far as is safe or toler- 
ible in the direction of controlling 
not alone the issuance but the total 
field of the use of capital. This 
ontrol will be established in a large 


jegree eventually, but there is un- 
certainty as to how wise it is to try 
to take the whole program in one 
bite. 
+ * ok 

In its War Communique No. 2, 
‘Aviation” for February says the 
United States is far superior to the 
Japs in carrier-based planes, but} 
the Navy balance of power is such, | 
at this time, that the carriers can- 
not run the risk of getting close 
enough to shoot their planes at the 
enemy in the Philippines in support | 
of Gen. MacArthur. The Japs have 
the advantage of established air 
bases there, as well as in Hong Kong 
and Formosa, both about 600 miles 
distant. The U. S. has seven car- 
riers, each carrying about 80 planes 
to the Jap’s 40 each; but Japan has 
been converting various ships to! 
carriers and no doubt now has more | 
than the seven or eight commonly | 
supposed. . . It has become known | 
that there is considerable difficulty | 
of knowing by sight all types of | 
enemy aircraft and some dreadful | 
mistakes have been made. . . The| 


Japs are good marksmen and take | 
chances. | 
For the first time since 1928, 


building and engineering contracts 
warded last year in the 37 Eastern 
tates topped the six-billion dollar 
mark, reports “Building Business”, 


ot Fresh Ideas, Case Studies on 
Creations 


* Bow <Se each was saved on shipping 
: — >y re-designing former display 

— story of a SLED display that 
' orks 12 months a year. 

{eles ping price card display solves 
fT logg's puzzling problem. 

be ‘tional advertisers “team up” 


lay— both win sales. 


Sene for “DISPLAY PARADE" Today. 
As* to be places on mailing lest. 


UNION STEEL 
RODUCTS CO. 


2 Pine Street - Albion. Mich. J} + - 


ww 
so 
6 


PS | 
= 7 


, 
» 


way ‘round. 


@ The WSYR “Perfect Combination” of 5000 W. at 570 K. C. 
assures all Red Network advertisers of effective coverage of a 
market of $1,468,519,000 in 27 counties of Central New York. 


@ WSYR listeners will be treated to the superior programming of 
the Red Network. That's why we call it a “Good Deal” all the 
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Joins Mailograph 

Richard A. Strickland, formerly 
director of copy and layout for 
Downing Company, New York, has 
joined the production department 
of the Mailograph Company, New 
York. 


Joins Mutual Life 

Mutual Life Insurance Company 
of New York has appointed Rufus 
H. Jones to direct agency advertis- 
ing and publicity. He was formerly 
copywriter and account executive 
with McCann-Erickson, New York. 


gin Pi 


for WINDOW DISPLAYS 
PHOTO MURALS 
COUNTER DISPLAYS 
LECTURES 


RAPID COPY SERVICE CO. 


e123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bldg. .. CLEVELAND 


Cottage Cheese 
in Glass Plugged 
in New Campaign 


New York, Feb. 18.—To promote | 


its new package of Sealtest creamed 
cottage cheese, which will be fea- 
tured between now and Easter, 
Sheffield Farms Company this week 
launched a campaign in 35 metro- 
politan newspapers and over seven 
local radio stations. Every two 
weeks a different flavor will be 
spotlighted, packaged in a re-usable 
refrigerator jar. 

Three 558-line newspaper inser- 
tions will be used during the six- 
week period, each plugging a dif- 
ferent flavor. More than 400 spot 
announcements are scheduled, as 
well as commercials on the regu- 
lar Rudy Vallee Sealtest show over 


WEAF. Wagon posters and window | 


be 
the 


also 
is 


will 
& Son 


and counter 
used. N. W. 
agency. 


displays 
Ayer 


“News” to Hennick 


R. M. Hennick, advertising man- 
ager of the American-Republican, 
Waterbury, Conn., has purchased 
the Daily News, Naugatuck, Conn., 
for a reported price of $20,000, and 


/has moved to Naugatuck to assume 


active direction of the paper. 


ADVERTISING AGE February 23, 194) 
<< => 
SALES OF CHAIN STORES FOR JANUARY 

— January — % Gain r~ —January a. 
1942 1941 or Loss 1942 1941 — 

Food Chains Lane Bryant, Inc 1,825,816 1,106,639 re 
Jewel a aati en cres Gi i by $ 3,953,341 $ 2,622,198 + 50.8 fLerner 3,498,963 2,417.6 “ : 
Kroger Groc. & Bak. Co 25,842,789 19,936,353 + 29.6 pe 3,818,879 ».926,16 ra 
National Tea ...... 6,641,599 4,525,894 + 46.7 ezMcLellan Stores 1,919,471 1,460,834 «& ~ 
Safeway ..... 45,735,123 061,263 +38 Murphy, G. C 4,803,747 3,479,057 as." 

- _ — 7 Neisner Bros 1,820,884 1,223,330 4... 

Group Total . ..$ 82,172,852 §$ 60,145,708 + 36.6 Newberry, J. J... 4,492,306 3,486, 17 0 “ 
Mail Order Penney, J. C...... 30,589,498 20,295,954 a2. 
aSears, Roebuck . $ 69,626,863 $ 49,970,769 +39.3 Western Auto re of 946,000 3,686,000 + 
Spiegel 3,162,948 2,748,542 + 15.0 Woolworth, F. W...... 28,344,905 22,007,20 4 
bMontgomery Ww ‘ard 41,854,472 33,495,445 + 25.0 Colonial Stores, Ine 5,121,004 3,655,099 4 = 
-— = a — Melville Shoe Corp........... 3,222,72 2,091,664 Me 

Group Total ..$114,644,283 $ 86,214,756 33.0 Rose's 5, 10 & 25c Stores 526.42 0 381,769 - 
Drug Chains Schiff Co. ... 1,129,950 $13,131 +3 
Crown ..... ..$ 752,169 $ 687,790 +9.3 — —-_ — at : 
Walgreen , 7,501,954 6,479,637 + 15.8 Group Total .$ 10,000,095 $ 6,941.66 +44 


71,353 


Group Total ...... : .$ $ 7,167,427 + 15.2 Combined Total ....... ..$215,0 $160,469,554 ° 
Variety and Miscellaneous 7 
errr $ $ 2,333,707 156.8 Cumulative Sales for Periods Ending Jan. 31, 1942 and «4, 
Consolidated Retail Stores 750,811 + 46.1 942 1941 ly 
Edison Bros 1,640,994 +49 aTwelve month figures ...+$975,712,442 $749,307,7 " 
Fishman, M. H.. 3 245,925 + 31.8 | bTwelve month figures. 674, 279, 739 546,0 009.6 
eGrant, W. T... ° 8,$ 6,654,929 + 34.9 | cTwelve month figures 111, te 
dGreen, H. L.. q 3 2,890,355 33.5 | dTwelve month figures : 12 
eKennedy’s Ine 96 $45,384 91.9 | eTwelve month figures. be 
Kresge, S. 8S 12,655,233 10,009,397 +26.4|fTwelve month figures. ; 92 t 18 
Kress, S. H... 7,273,747 5,920,528 +229 | eTwelve month figures... er 8,034,883 24. 030,7 ‘a9 
— 
“Daily Leader” Folds A e h Kelly Field, Tex. W. J. Gi lilan. 
alin . dmen in the sr. is learning to fly at Me swe 
Daily Leader, Mount Clemens, Field. Al if eu 
Mich., suspended publication Feb. 9. A F ield, Ala. Alfred B. Hine, /r., 
The Daily Monitor is now the only | rmed orces | with the Army engineers and 
newspaper published in Mount) Charles McHugh is studying ©» be. 
Clemens. come an Air Corps telegraph © era. 
os oe R. D. Jordan, manager, industrial | tor. 
, section of General Electric Com-| Bernard J. Horner, adve: ‘ising 
Joins Standard Brands pany’s publicity department, has ;manager, San Antonio Light has 
Jane Tiffany Wagner, formerly reported for service with the U. S. been ordered to report for d ty at 
director of home economics with) Army. Fort Benning, Ga., as a-lieute rant. 
Servel, New York, has joined the Forrest U. Webster, former presi- colonel. Mr. Horner was gr inted 
department of public relations of dent of National Industrial Adver-| leave by the Light in 1917 ang 


Standard Brands, New York. 


VICTORY IS BEING WON 


Detroiters are winning important victories these 
days—at the lathes, grinders, milling machines 
and drawing boards. Many factories are work- 
ing 24 hours a day, seven days a week. The 
automobile plants are swiftly converting for war 
and it is estimated that employment will 

crease rapidly until 700,000 workers are em- 


ployed here! 


Reflecting Detroit's prosperity, retail sales for 
the week of January 26, 1942, soared 47% 
ABOVE the corresponding week of 1941! The 
buying was “across the board"”—shoes, clothing, 


household goods, etc. 


Detroit News circulation is soaring, too. New 
records are being set, month after month. For the 
six-months' period ending September 30, 1941, 
The News showed the largest gains of any 
Detroit newspaper over the corresponding period 
of the year before. The News is 78% HOME 
DELIVERED in the retail trading area. 


Add to this the fact that The News, by itself, 


reaches 63.8% of Detroit's city zone families 
taking any local newspaper regularly and it is 
easy to see why Detroit and The News offer 
America’s outstanding advertising opportunity, 


now and for many months to come. 


The Detroit News 


THE HOME NEWSPAPER 


RECORD CIRCULATION FOR SIX MONTHS ENDING SEPTEMBER 30, 1941 
‘ WEEKDAYS, 363,014 - SUNDAYS, 435,241 


Lorgest A. B. C. Recognized Home Delivered Circulation of Any Newspaper in the United States. 


New York: 1. A. KLEIN, Inc. 


Owners and Operators of Radio Stations WWJ and W45D—F M 


Chicago: J. E. LUTZ 


tisers Association and account ex- 
ecutive with MacManus, John & 
Adams, Detroit, has been called to 
active duty as a captain, Field 
Artillery Reserve, and assigned to 
the motor supply depot at Fort 
Wayne, Mich. He served with the 
122nd Field Artillery, 33rd Division, 
during World War I. 

Mark Van Lieu, copywriter with 
the John P. Smith Printing Com- 
pany, Rochester, N. Y., has become 
associated with the Army ordnance 
department in that city. 

Jack Garrison, KMOX, St. Louis, 
has been ordered to Camp Robin- 
son, Ark., to take up active duties 
as a second lieutenant. 

Commissions in the VU. S. Air | 
Corps have been received by two | 
Detroit agency executives. Frank | 
Scott, vice-president and manager | 
of the Detroit office, N. W. Ayer & 
Son, and Frank Denny, account 
executive with MacManus, John & 
Adams, have been named majors. 

E. J. Tilton, editor and publisher 
of the Gazette, Aliquippa, Pa., has 
been called to the Army forces as 
a reserve captain. In his absence, 


the paper will be managed by 
Charles F. Vorhes, business man- 
ager. 


George W. Hill, Jr., vice-president 
and director of American Tobacco 
Company, has joined the Army as | 
an officer in the Air Corps Reserve. 

Joe Dennison, formerly with the 
Philadelphia office of Industrial 
Equipment News, is serving as an 
Army lieutenant at Camp Lee, Va. 

Four members of Ketchum, Mac- 
Leod and Grove, Pittsburgh agency, 
have been granted leaves for the 
duration to serve in the armed 
forces. James I. Pogue has passed 
his examinations as an aviation 
cadet and is being transferred to! 


served a year and a half in F: ance 


Agency Stipulates 
Erwin, Wasey & Co., Chicago 
agency for Battle Creek Food Com- 


pany, Battle Creek, Mich., has stip- 
ulated with the Federal Trad 
Commission to amend its Client’ 


advertising of LD-Lax and Lacto- 
Dextrin. The agency agreed t 
cease claiming that the forme 
product will relax the colon or in- 
testines or is a constipation remedy 
valuable in treating stomach dis- 


orders, and that Lacto-Dextrin wil 
insure health or prevent stomac! 
misery. 


LET US TAKE THE) 

WORK OUT OF YO YOUR. | 

MARKET RESEARCH | 
a 


We'll handle all 
the tabulating 
for you and as- 
sure you of 
prompt service. 
accuracy and 
economy. e 8 
For years, 
shrewd agen- 
cies, publishers 
and market analysts have been 
using our complete facilities and 
long experience. They'll tell you 
how easy we have made market 
research for them. 


Write today for complete details in 
our FREE booklet, “Economy in 
Market Research.” 


RECORDING & STATISTICAL CORP. 


102 Maiden Lane, New York, N. Y. 
BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 
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THE FAITHORN 


YOU CAN'T LOSE 
—in that important emergency 


“RUSH” —a familiar term. How often have yo 
. written it on an order to your Typographe’, 
Engraver and Printer—then sat back and won 
dered if all three would make good! For, 

only one falls down your schedule is shattere 
Faithorn Compositors, Engravers and Pressme” 


craft to match the other two in swift ano 
sure co-operation to meet your 
Faithorn brings certainty instead of doub’ 


‘ 


roof — strive mightily, eo" 


“deadline 


CORPORATION 


Ad-Setters e Engravers e Printers 


504 Sherman St., Chicago * Phone Wab. 782° 
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WAR PROBLEM Houston’s War 
: * Ad Committee 
Wins Praise 


Houston, Tex., Feb. 17.—Mount- 
ing enthusiasm was expressed this 
week for the work of a new war 
advertising committee set up by the 
Houston Advertising Association 
and charged with the duty of aiding 
both advertising and publicity for 
current war efforts. 

The committee first functioned as 
“agent” for the Office of Civilian 
Defense and the Harris County 
stamp and bond committee. The 
first release of paid advertising was 


t Look for this 


27 directed at the sale of defense 
~y: EMBLEM OF PATRIOTISM stamps and bonds, the payroll 
allotment plan. Cooperating firms 
Pn YOU'LL FIND IT PROMINENTLY DISPLAYED BY ALL were identified by a new insignia, 
‘tila, coermnanns prominently illustrated in the ads 

wel] WITH THE U.S. SAVINGS BOND AND STAMP CAMPAIGN, . ; ee 

: TWROUGH A VOLUNTARY PAYROLL DEDUCTION PLA: in all three Houston newspapers. 
™ The committee will also under- 
— ebiatopesineiaarne at ee take to publicize the problems of 
be- ——a—swoseme air raid wardens, the Red Cross, 
— pom ann ater ane Aare conservation groups, volunteer 
. <n Makan... groups and all local emergency ef- 
7 CAI COUNTY SHEED SEND Stengacenes forts. When the need for paid ad- 
oa ae ee eee vertising is expressed by any of the 
vant. WAR ADVERTISING COMMITTEE agencies, the question is put to the 
r inted Sa pt war advertising committee’s ad- 
7 and ® * visory section and passed on. The 
ince Ab tse Menten aoemeser cen th solicitation, underwriting, writing 
edvertisoment ssadetinn @ oon insignla and releasing of all advertising is 
designed by the Houston Advertising handled entirely by the Advertising 
Association's war advertising committee Association and all media have 
cago for firms cooperating in the defense agreed to leave apportionment of 
Com- stamp and bond campaign. space to the committee, which elim- 
s stip- inates special solicitation of con- 
Trade . tributions and other extra expenses 
ent’ Two to Color Print of both medium and advertiser. The 
Lacto- James T. Harting, formerly with | eommittee also provides the media 
on Sidney Dickens, and Edwin F. with a central clearing house to 
orme Pacult, formerly art director of At- | oe a alien taliitiiieale 
or in- las Educational Film Company, which they can refer | 
emed) have joined the creative department With patriotic but possibly undi- 
dis- of Color Print, Milwaukee rected ambitions who feel that they 
n wil ——-—-- should have some free advertising 

omc F Appoint Houck & Co. help. | , 

Dietz Press, Richmond, Va.. and The war committee designed an 


attractive insignia and had it made 
into decalcomanias and posters for 
window display. These were dis- 
tributed to all cooperating firms in 
the payroll deduction plan of pur- 
chasing defense stamps and bonds. 
Advertising was released showing 
the insignia in three colors and call- 
ing public attention to the fact that 
all firms cooperating wholeheart- 
edly with the defense campaign 
were displaying the illustrated em- 
blem. Radio, newspapers, outdoor 
and transportation advertising were 
used. 


~ — R. H. Bogle Company, Alexandria, 
” iave appointed Houck & Co., Ad- 
a ertising, Richmond, to direct thei: 
UE ; ecounts 

UG | 

UR 

any | 

=) 


Maximum Prices Set 
on Nylon Stockings 


Price Administrator Leon 
derson has set maximum 
which manufacturers may charge 
for women’s nylon stockings. The 
order, which amends a temporary 
schedule issued a week earlier, for- 
bids wholesalers and jobbers from 
adding more than 10 per cent to 
the manufacturers’ maximums. Re- 
tail prices are excluded, but Mr. 
Henderson warned that “retail 
prices of nylon are as high as they 
should go.” 

The amended order sets top prices 
in terms of dollars per dozen on 
various styles and types. October 
1-15 market prices were used as a 
guide in setting ceilings. The “eva- 
sion” section has also been broad- 
ened to make it clear that the prac- 
tice of requiring a buyer to take 
other hosiery as a_ condition of 
making a nylon purchase is pro- 
hibited. 


Hen- 
prices 


Bedding Makers Get 
OPA Price Relief 


The Office of Price Administra- 
tion has come to the rescue of bed- 
ding manufacturers who are oper- 
ating under a_ voluntary price 
ceiling agreement. Price Adminis- 
trator Leon Henderson wrote 1,200 
members of the industry following 
completion of a study showing that 
War Production Board orders have 
diverted fibers ordinarily used in 
making mattresses, and that substi- 
tute materials will entail larger 
costs 

OPA advised manufacturers that 
when it becomes necessary to use 
more expensive substitutes. the 
amount of the increase can be 
added to the price of the finished 
product providing the rise does not 
exceed $1.30 per unit and OPA is 
provided an explanatory statement 
showing cost differences 


LASTIC MAGAZINES 
42nd Street, New York 


 havennte Donald 


Donald T. Donald, who joined the 
company in 1941 after having been 
advertising section head at the East 
Pittsburgh office of Westinghouse 
Electric & Mfg. Company, has been 
named sales promotion and public-_ tutions. 
ity manager of cogs Wheeler L. 
Electric Mfg. Company, New York. 


Agency Adds Upham 
Philips W. Upham, formerly ac- 
count executive of Remsen Adver- 


The 
Sheridan 
has 
stampbook 


Harry 


W. Devereux, 
Utica agency. 


Names H. T. Steck 


Tipton 
named advertising manager of the 


Prints hanes Book 


Greenwood Company, 49 
avenue, 
published 
for 


a 


Defense 
children, 

being sold to banks and other insti- 
The book was created by 
of Devereux & Co.. 


Steck 


Uses Raid Theme 


Telex Products Company, 


Albany, N. Y., 
savings 
which is time aid to 


the hard of 


Time, a 
card 


offers an air 
can be affixed to 


coupon 
which 


door of the deaf person, asking air 
“extra hard” in 
case of an air raid. Erwin, Wasey & 


raid wardens to rap 


Co. directs the account 


has been 


tising Agency and business manager Citizens’ National Trust and Sav- Higgins Joins KWK 

of Industrial Methods and Manage- ings Bank, Los Angeles. He re- Harold Higgins, formerly Western 
ment, Bridgeport, Conn., has joined places Irvin Borders. recently re- manager of Paul H. Raymer Com- 
Park City Advertising Agency, signed to join the sales promotion pany, has joined the sales staff of 
Bridgeport, as account executive. department of CBS in Hollywood. KWK, St. Louis. 
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That inward strength we need comes from 


Vitamins, too. They have 
the will to win. 


So... what are 


a lot to do with 


the foods you advertise or 


market contributing for health and Victory? As 


much as they should, or could? Do your proces- 


sing methods lose or destroy food vitamins . . . 


are they replaced? 


Yes, it is time for a reappraisal of the foods 


that will win the war. 


And if reinforcement by 


Vitamins becomes a part of your foods’ Victory 


program, better get in touch with D.P.I. 
short for Distillation Products, Ine., 
didn’t know. It’s also short for 


Vitamin Headquarters’ a statement 


That's 
in case you 
*Oiul-Soluble- 
you'll 


find no reason to question once you have the 


facts on D.P.1.’s kind of vitamin concentrates. 


For example (the best one), there’s Distilled 


Vitamin A Esters,* the original and only con- 


centrate that retains the complete natural oil 


preservatives 


in the natural ester form. 


right along with the vitamin A 


That means a concen- 


trate so superbly resistant to heat and air it is 


actually two to ten times more stable than any 


other Vitamin A concentrate we 


know of... 


literally a product that defies comparison, be- 


cause it maintains its original potency so much 


. 


ROCHESTER, 


on the home front... 


better, foods. For the 


reason, it is economical too: large extra amounts 


and longer, in same 


of concentrate are not necessary in fortifying, 
to be sure the customer gets full vitamin value. 

Inasmuch as a leading authority has just re- 
that Vitamin A is one of four 


cently stated 


“especially significant’? dietary factors whose 
benefits are shown increasingly when consump- 
it is logical that Vitamin A 


will get special attention in our national nutri- 


tion is increased, 
tion program ... and that foods contributing 
an important amount of it to the dict will get 
special attention across food counters, too, 
Or perhaps it’s Vitamin D you're a candi- 
We have 
recommends it most highly for a long list of 
food products. It is Arpt Process Vitamin Da 


date for? that too—in a form that 


bland, potent, versatile concentrate made by 
electronic activation of ergosterol, and a stand- 
out buy on ten separate counts of value you 
ought to know about. 

So call on headquarters for help with oil- 
soluble vitamins. A specialized Service Depart- 
mentis here to give you experienced counsel: we 
have worked out answers to problems in nearly 
conceivable food fortification. 


every type of 


Your inquiry gets the benefit of this background. 


_ INC 


NEW Ae 


*Distilled Vitamin A Esters is a registered trade mark of Distillation Products, Inc. 


; Siced ie EASTMAN KODAK CO. and GENERAL MILLS, INC 
Sales agent: Special Commodities Div., General Mills, Ine., Minneapolis. Minn. 


Minne- 
apolis, has started a national adver- 
tising campaign which offers war- 
hearing. 
In campaign copy which appears in 
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ADVERTISING AGE 


February 23, 194) 


Magazines Slated 
to Carry Van 


Heusen Promotion 


New York, Feb. 19.— Phillips- 
Jones Corporation will place prime 
emphasis on national magazine ad- 
vertising in its spring campaign for 
Van Heusen shirts, which will get 
under way with an insertion in The 
Saturday Evening Post for March 7. 

As it is now set up, the drive will 
utilize full-color advertisements in 


The Van Heusen two dollar base 
price will be prominent in copy. 
The company is currently offer- 
ing its dealers a book of suggested 
newspaper mats for use 


Permanent display pieces also are 
to be provided by the company’s 
advertising department. 


Hammann Joins Blue 


John S. K. Hammann, formerly 
with Advertising and Selling, New 
York, has joined the Blue Network 
sales staff. He was previously a 
member of the National Broadcast- 
ing Company’s sales staff and sales 
manager of Station KYW, Phila- 
delphia. 


“Pouen Plant Pete’savs 


:” enormously multi- 
plied use of power in the 
nation’s War production 
program makes power en- 
gineering a No. 1 market. 
And the best advertise- 
ment to this fleld fails to 
reach its goal unless it ap- 
pears in the lively, infor- 
mation-packed publication 
preferred by more than 
18,000 power engineers 
and executives— 


v " x 
+? Shire tty) eee o nae 
,, POWER PLANT ..; 
* ENGINEERING — 


, $3 W. JACKSON BLVD., CHICAGQ*? 


Collier’s, Life, Esquire and the Post. | 


with its| 
cooperative dealer advertising plan. | 


SALE CHANGES 
SHIFTS IN ALL-COMMODITY SALES 


Total United States-Consumer Dollar Basis 


Nielsen Warns 
Against Soaring 
Factory Shipments 


CONSUMER INCOME PAYMENTS 
1941 Per Cent Increase 
Jan-Feb. 


10% Over Year-Ago” 
Mar.-Apr. 14 


May-June i 19 
July-Aug. |-21 
Chicago, Feb. 18.—Increasing dis- Sept.-Oct. 442 


parity between consumer sales and 
|factory shipments constitutes a 
warning which may escape some 


DRUG STORE SALES 


: Jan.-Feb. ? 
manufacturers, A. C. Nielsen Com- Mer.-Apr. 9 
pany reports in the inaugural issue May-June | 12 
| ‘ men , 
of a new monthly booklet, the July-Aug. Ss 
“Nielsen Researcher. Sept.-Oct. 15 
The publication, designed to sum- 


marize important trends in the U. S. 


. ‘ ROCERY STORE SALES 
marketing of food, drug and liquor . i 


, . Feb.-Mar. 

products and to review typical mar- s 

p . : Apr.-May 
| keting problems and their solutions, 

i P : | June-July 12 
points to the accelerating upswing 
: . , Aug.-Sept. +16 
in consumer income during 1941 and Out * 
ever-widening gains in retail food | nbs es 


and drug sales. 

Drug store dollar volume for the 
|country jumped from the January- 
| February period, when it was 7 per 
}cent over the similar 1940 period, 
to a gain of 15 per cent in the Sep- 
| tember-October period. Grocery 
|store gains rose from a plus six per 
cent at the start of the year to plus 
16 per cent in October-November. 
| But, the research company adds, 
average retail food prices advanced 
17 per cent in the year following 
October-November, 1940, and the 
gain in grocery sales thus “traces 
solely to price boosts.” 


Gains in consumer income payments dur- 

ing 1941, as well as in drug and grocery 

store sales, are depicted in this chart 

prepared by A. C. Nielsen Co., Chicago 
marketing service. 


pressed Britain, Nielsen reports that 
an analysis of 1,000 grocery product 
advertisements contained in London 
newspapers show that only eight per 
cent of the ads were strictly insti- 
tutional in character. Health ap- 
peals and the conservation theme 
accounted for more than half of the 
copy. Thirty-three per cent of the 
advertisements — the largest single 
group—depicted the virtues of the 
product itself but many did not 
stress actual selling. Nielsen adds 
that “obviously the basic reason for 
this continued advertising effort in 
a ‘scarcity’ market is preservation 
of goodwill —a realization that the 
'consumer franchise is each manu- 
| facturer’s most valuable asset. 

“American advertisers may well 
profit from British experience by 
adopting a long-range program 
aimed at main‘aining consumer 
goodwill. This involves not only 
advertising but also continuous, 
factual information on conditions at 
the retailer's counter.” 


Eight-Year Record 


“Manufacturers of important lines 
of grocery commodities report gains 
in shipments to wholesalers and 
chain organizations up to 30 per 
cent and even more,” the publica- 
tion continues. “Where, then, is 
this increased tonnage? In general, 
it has represented stock accumula- 
tions in 3,000 wholesale and chain 
warehouses and 400,000 retail reser- 
voirs. Never in the eight-year his- 
tory of the Nielsen Index audits 
have retail grocery stocks been so 
heavy.” 

Oct. 1 retail inventory tonnage of 
16 important groups of grocery 
products, according to the company, 
averaged 21 per cent above the total 
of a year earlier. Factory sales 
gains may be viewed with satisfac- 
tion, it points out, if it also is known 
what portion represents increased 
trade stocks “and is therefore ficti- 
tious, temporary and_ subject to 
costly reversal at any time.” 

Plant shipments alone do not pro- 
vide a reliable index of consumer 
movement and are an unsafe guide 
for use in managing a business in 
these times, the company concludes. 

Turning to advertising in war- 


Drops Roto Section 

After March 1, the Hartford 
Courant, oldest continuously-pub- 
lished paper in the United States, 
will drop its art gravure section, 
but will expand Sunday magazine 
sections. 


Shifted to Capital 

Norman D. McLeod, formerly 
sales manager of the adding ma- 
chine division of Underwood Elliot 
Fisher Company, Hartford, has 
been named assistant district mana- 
ger in Washington for all the com- 
pany’s products. 
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*Source: Department of Labor, 1941 
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e oe . a joyful num- 
a a ber to True Story. 
ia ” That's the num- 
— * ber of brand new 
J advertisers who drafted True 
Story’s pages in ‘41. 
* * * 
Why? True Story is the only 
one of the big national maga- 
zines which aims directly at 
America’s most logical market 
for the duration — the Wage 
Earner Families. 
P. S. — They’re still coming — and 
how! No wonder, with the February 
issue 525,000 over January! 


| 


_ Getting Personal — 


— 


Two daughters of William G. Mennen, head of the Mennen (, 
are trousseau hunting. Irene has just become engaged to James 
Howat Hunter, while Mildred will walk down the aisle with Cy 
Stowe Hapgood... 


Ivan Veit, New York Times prom. mgr., missed his regular wu 
from Great Neck the other morning. He accepted a lift wit! 
friend and, boom! another car disputed their right of way. [I 
showed up next day looking as though he’d been sparring with 
Louis. . . 


Jim Bealle, Pacific Coast publicity director for J. Walter Tho: 
son Company, was tendered a farewell dinner by a host of friend. 
before depart- 
ing to take 
new post in 
agency's N« 
York office 

4. BB Kysor, 
for years spice 
buyer for thy, 
Campbe 
Ewald Com- 
pany, Detroi: 
agency, will 
making |} 
headquarters |; 
Washingt. 
from now 
Jim has joined 
the Bureau 
Industrial Co: 
servation, in the 


RUG-CUTTING A LA SUZANNE 


general salvage 
; section. 

1. S. (Stick) Randall, Transcontinental & Western Air exec., 
and pres., N. Y. ad club, appearing as speaker at a Minne- | Bill Bo) d, 
apolis Advertising Club meeting, was a “guest” of Miss formerly Wes1- 
Suzanne, dance studio mannequin, who took a twirl with two Crn manag: 
of the adclubbers. Here are Mr. Randall, Edgar Ege, studio Curtis Publi 
manager; Frank Kiewel, Jr., club president; and Joyce ing Compa) 
Swan, business mgr., Minneapolis Star-Journal and Tribune. was back 


Michigan  ave- 
nue, Chicago, the other day. Mr. Boyd, now a prosperous Florid 
cattle grower, showed friends a picture of a newcomer to his fam 
a dainty daughter. . . 

Harry, Jr., son of Harry D. Henshel, Station WOV’s managing dire: - 
tor, has zoomed upward in Uncle Sam’s forces. He volunteered as ; 
buck private last May and has just been commissioned a_ second 
lieutenant in Field Artillery at Fort Sill, Okla 

It’s “grandpa this” and “grandpa that” at the H. B. LeQuatte home- 
stead. The agency chief’s daughter has a new baby. . . Don Fran- 
cisco, head of the radio division, Office of Inter-American Affairs, has 
taken an apartment at 333 Park avenue. Actually, he’s a New York- 
Washington commuter. . . Otis Peabody Swift, Time, Inc., executive, 
has a new address, too—23 E. 73rd street. . . 


Ben Lichtenberg, pres., Institute of Public Relations, will soon have 
a second son-in-law. His daughter Ruth’s engagement to Dr. Norman 
Simon has just been announced. The groom-to-be will report fo: 
duty next month as a first lieutenant in the Medical Corps. . 

New York’s civilian defense organization has a new associat 
director for radio, Arthur Sinsheimer of Peck Advertising Agency 
Phil Hubbard, v.p. at Reinhold Publishing Co., has acquired a 10-roon 
house in Pelham Manor. . Daniel C. Kaufherr, Irwin Vladimir & 
Co. v.p., is en route home from 
Mexico where he conducted sev- 
eral market surveys. . . 

Fred G. Sappington, pub. of 
the Eagle-Star, Marinette, Wis., 
has been elected a director of 
the Marinette Chamber of Com- 
merce. . . Greater love hath no 
man than this, that he part with 
his aged jalopy. Roland Hamel, 
of WHN and Brooklyn, donated 
his ll-year-old auto to the 
Brooklyn division of the New 
York City Salvage Committee. . . 

Capt. John V. Sandberg, U. S. 
Marine Corps Central district 
public relations officer, held a re- 
union with old friends the other 
day when he addressed the Chi- 
cago Post, American Legion. Be- 
fore he was commissioned last 


FOR RED CROSS 


\ 


summer, Capt. Sandberg was 
successively with NBC, Stack- 
Goble, and Swift & Co. 

Philip Klein, head of the 


Philadelphia agency bearing his 
name, held his customary Friday 
the 13th dinner for his friends 

Fifty years in printing and 
advertising are celebrated this 
week by Win Conley of Mc- 
Graw-Hill’s Chicago office. He 
started as a “printer’s devil” in 
Corning, N. Y., and joined what 


T. W. Cate, 
who is aiding the drive to gather obse 
lete photo-engravings and electro: on 


a.m., Western Air Lines 


storeroom shelves, is handing a chect 
representing 276 pounds of copper 4n¢ 
zinc to D. F. Duenster, Los Angeles me" 


ager for the Red Cross campaign 


is now McGraw-Hill in 1911. . Payne, movie star and volunteer worker 
Harry Batten, pres. of N. W. looks on. 

Ayer, will be best man at the 

wedding of Mrs. Anna Coxe Newbold Ingersoll to Granville Ernest 


Toogood, Ayer copy board chrmn., on Feb. 28 Frank Eschen, )!\~ 
gram director of KSD, St. Louis, is taking his first vacation in ye: 

To Charles A. S. Freeman, a Gannett Newspapers exec., goes ‘ 
credit for the “Dollars for Normandie” fund to help the governme' 
in refloating and refurnishing the gutted liner. He originated th 
plan at a luncheon at which Lt. Charles Melvin Freeman, h i 
was a guest 

Imogene Powell, head of the press department, J. Walter Thom )s®’ 
Company, Chicago, is the proud mother of a son, Christopher !" 
private life, Miss Powell is the wife of Benjamin D. Frost, an ac\e™ 
tising man in the Boston office of the Walter Baker Chocolate © 
pany 
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Carter Schedules 
First Network 
Show for Arrid 


New York, Feb. 19.—Carter Prod- 
ucts will launch its first network 
effort for Arrid starting March 2, 
starring Jimmy Fidler in 15 min- 
utes of Hollywood news over the 
Blue Network. The new 52-time 
ser.es, “Jimmy Fidler from Holly- 
wood,” involves an expansion in 
promotion for Arrid, which hereto- 
fore has been extensively adver- 
tised on spot radio. 

The program will be heard Mon-| 
days at 7 p. m., EWT, with a re- 
peat broadcast at 10:30 p. m., EWT, 
on 100 Blue stations and 20 outlets 
of the Canadian Broadcasting Cor- 


poration. Small & Seiffer is the 
agency. 

Hecker Renews 
Hecker Products has renewed 


“Lincoln Highway” for Shinola for 
52 times, effective March 14. The 
dramatic show is heard over 76 
NBC-Red_ stations on Saturdays 
from 11 to 11:30 a. m., EWT. Ben- 
ton & Bowles is the agency. 


Allen to Shift 


Effective March 8, Texas Com- 
pany will shift Fred Allen to the 
spot formerly used by the Ford 
Sunday Evening Hour, Sundays 
from 9 to 10 p. m., EWT. The 
Texaco show is now heard Wednes- 
days from 9 to 10 p. m. Buchanan 
& Co. is the agency. 

Program Advanced 

D. L. Clark Company will shift 
“Service With a Smile” from Thurs- 
days, 8:30 to 9 p. m., EWT, to the 
preceding half-hour period opening 
at 8 p. m., beginning with the 
broadcast of Feb. 26. The program 
is aired for Clark candy bars on 


Gell HOTELS 


with 


THE HOTEL MONTHLY 


Uremier ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


ADVERTISING AGE 


A consistent user of premiums, Phenix 
Food Sales Corp. swings over to a non- 
critical plastic material for this latest 


offer, a Gyro-Mixer for gravies and 
sauces. Thousand-line color copy in The 


white ads in a large list of newspapers 

| introduced the offer last week. Follow-up 

| ads are scheduled, with the offer expir- 

ing March 31. Needham, Louis & Brorby 
is the agency. 


American Weekly and 600-line black-and- 


cific time areas at 10:45 to 11 p. m.| 
G-E’s identity with the entire field 
of electronics will be emphasized. 
Maxon, Inc., is the agency. 


G-E’s other network show, 
“Hour of Charm,” is now in its 
eighth year on NBC-Red. It is| 


sponsored by the lamp division and | 
heard on Sundays from 10 to 10:30) 
p. m., EWT, over 71 stations. Bat-| 
ten, Barton, Durstine & Osborn, | 
and Foster & Davies are the agen- 
cies. 


Shirley Temple Signed 


Procter & Gamble Company will 
launch “Shirley Temple in Junior 
Miss” over 70 CBS stations begin- 
ning March 4, for Ivory Snow and 
Dreft. P & G signed a five-year 
contract for the show, which rep- 
resents Miss Temple’s debut as a 
|radio star with a program of her 
lown. “Junior Miss” will be aired 
Wednesdays from 9 to 9:30 p. m., 
EWT. Benton & Bowles is the 
agency. 


Shifts Program 


P. Ballantine & Sons will shift 
“Three Ring Time” from Fridays, 
8:30 to 9, to Tuesdays at the same 
|;period, starting March 10. The 
show is broadcast over 80 stations 
of the Blue Network. J. Walter 


58 Blue stations. Albert 


Reynolds Renews 


R. J. Reynolds Tobacco Company, 


P. Hill 
Company, Pittsburgh, is the agency. 


Thompson Company is the agency. | 


Offered in Eight 


Classifications 


Chicago, Feb. 19.—Eight main 


divisions comprise the list of ad-| 


vertising awards to be presented 
this spring to winners of the third 
annual competition sponsored by 
the Chicago Federated Advertising 
Club. 

Committee officials have invited 
both advertisers and their agencies 
to submit outstanding work for 
1941 under these classes: news- 
paper, radio, national magazines, 
trade publications, industrial pub- 
lications, outdoor, direct mail, and 
special awards. Framed certifi- 
cates will be presented to the win- 
ning advertisers and agencies at 
an open meeting April 23. 

March 13 Deadline 


A jury of 35 men and women 
well known to the profession will 
judge the contest, for which all 
advertisers and agencies in the 
greater Chicago area are eligible. 
Entries close March 13 and should 
be mailed or delivered to CFAC 
headquarters, Room 340, Hotel 
Sherman. J. R. Norris, Western 
advertising manager, American 


Magazine, is chairman of the ad-| 


advertising awards committee. 


to 6:15 p. m. EWT, with rebroad- | ‘ Dri 
casts to Central, Mountain and Pa- CFAC 4] Awards Revere Launches ve 


Revere Copper and Brass, Inc., 
will launch a new campaign this 
week in Newsweek and United 
States News to be followed later by 
Business Week, Dun’s Review, 
Forbes, Fortune and Time featur- 
ing technical services rendered a 
wide variety of industries in con- 
verting facilities to war production. 
The campaign marks an expansion 
of Revere’s expenditures as com- 
pared with last year. Regular hous- 
ing copy continues in Life and The 
Saturday Evening Post. St. Georges 
& Keyes is the agency. 


FLEXIBLE PRINTS 
MATTE PRINTS | 


RAPID COPY SERVICE CO. 
¢ 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bidg. . . CLEVELAND 


through William Esty & Co., has 
renewed its sponsorship of the 
“Camel Campus Caravan” over 10 
member stations of the Intercollegi- 
ate Broadcasting System, with the 
program to cover a 15-minute time 
block three evenings weekly, fea- 
turing recorded swing music. 


Newscast for G-E 


General Electric Company will 
expand its radio efforts with a new 
network newscast over 48 CBS sta- 
tions beginning March 3. Spon- 
|sored by the radio and television 
division, the news program featur- 
ing Frazier Hunt will be aired 
‘three times a week, Tuesdays, 
Thursdays and Saturdays from 6 


As far back as October, 1934. 
WMBD was on the specified list 
for regular CBS Network adver- 
tising by CAMPBELL SOUP CO. 
Since then, this advertising has 
been continued on WMBD. Now. 
TWO programs keep WMBD lis- 
teners informed about CAMP- 
BELL SOUPS... 


“The Man I Married” 
“Bob Burns, The Ar- 
kansas Traveler” 
Thus. WMBD is SPECI- 
FIED year after year by 
important advertisers, as 


an outlet for Network pro- 
£rani-, 


Here’s Why... 


WM) speaks effectively at all 
"umes to the prosperous urban-and- 
rarol-balaneced market of 


\\\\ 


for Example 


sess eth 


by CAMPBELL SOUP CO. 


“PEORTAREA”— with its 142.867 
Passencer automobiles . . . carrying 
614.) people ... to trade in 7.649 
wu tores . . . spending $146.040,000 annually. 

) has become a remarkable favorite to the yi 

ears of this rich BUYING WATTS ) 
FREE & area. Want to know more 5000 WATTS wiht 

PB} PETERS, He.) about how well WMBD & 1900 

Exclusive National ean serve you? Just write & 
vg =... or wire eh got OF [ug 


‘, 


ORIA, ILLINOIS 


about a 


And 


write copy 


already oversold. 


Hammermill Cover? 


even tougher to find the right “pack 


age” for your selling message. 


But in spite of restrictions on what you 


can say, on what you can sell, on the 


we would like to put ina kind word for 


“We've got to hand it to you!” 


I‘: No cincnt these days to turn out 


a top-notch catalog. 


It's tough to 
that’s 


sometimes it’s 


product 


the 


turn printing. 


offers you 


variety of paper and printing you can See for yourself. 
buy ... you're still doing a swell job. 
And right here, if you don’t mind, items. 


Hammermill Cover is the kind of cover 
that stops the prospect, makes him say. 
“Here's something worth looking into!” 
Its distinctive finishes help to high 
spot your message. Its durability helps 
give your catalog longer life. 


economy of 


sample book. Lists more than 500 stock 
Write on your company letter 
head to Hammermill Paper Company, 
Dept. G225, Erie, 


And. it 


work-and 


Send for file-size 
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Flett Heads Company I s t ° P paper-Radio Committee — a fact | 
i Rees bk fee the | 1S ening ost which newspaper lawyers say can- | 
past 23 years vice-president and | | not help but prejudice him in favor | 
general manager of American Prod-| Don’t be surprised if stories deal- Of that side which he heard per- 
ucts Company, Cincinnati, has been | ing with market research and con- S°nally instead of getting from a | 
elected president of the company, | sumer studies begin to crop up in mere perusal of the record. Nor 
succeeding Edgar J. Mills, now consumer media. Outside investiga- Will the attorneys concede that be- 
chairman of the board. tors in market research operations, | C@US€ the FCC case was presented 
————— calling on consumers and dealers, | >efore Pearl Harbor gives Chair- 
Opens Own Agency are finding it harder and harder ™an Fly a legitimate excuse for his | 
aie ws a ae nm adver, | to extract answers from people to @bsence, for FCC rejected two pleas 
Gaby Little has started an adver- ; j by tl committee asking that pro- 
tising agency at 3757 Wilshire blvd., ©ven the simplest questions, due | °Y Mme Co ee ae 
Los Angeles. He was formerly ad-| primarily to the government’s ceedings be postponed until oe | 
vertising manager of Adohr Milk warnings against communicating the war since both sides are other- | : 
Farms and will act as its advertis- | informati RENTER wise occupied | The rates for this department are as follows: ‘ 
ss Sa « ae » € . intor mation to stranger Ss. Then, too, ' 7 a . “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
ing agency. on consumer use investigations, the , | cmeptenentatives Available,” 30 cents a line, minimum charge §1. erms 
otinent sidecases . . ns sales in | cash with order. 
rationing situation tends to make _Although defense bond . af “ic | All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 
consumers suspect they’ll stick their January topped the billion mark | $4.75 per inch. 
necks out if they admit they have |for a new record, only about one —_ 
five pounds of sugar or a sack of | Out of every seven income earners | — _ HELP WANTED | | POSITIONS WANTED 
flour in the house. In Kansas City, “4S represented in the ranks of pur- POSITIONS OPEN ia a Available Soon 
. Ast “ee ins ia ae » ie aint der TOY qr = ——— n the Chicago area there is a ' 
Robert S. Conlan & Associates, re- chasers. The Treasury aed training a Ag gg Under 40 yrs. Vis of printers, or an agency, that n du 
search organization, has arranged to | its sights on the other six-sevenths |; qAyour ARTIST — Agey., comps.,|* os b on y\sho knows the oer 
° ° , cire ati © « < ri rhe 26 ‘re is e j ) ows e se y 
broadcast a series of two-minute | Py circulating a table showing w hat SS PRODUCTION MGR.— Agcy.,| Planning, servicing of syndicated ad: 
B announcements over KCKN. ex-| Wase earners in each income class $1800 | rr programs; has a seasoned 
ne ‘ 7 : & acai i COPY & CONTACT . - - cons, | Sales following. 
U Y plaining the reasons for radio sur- Should set aside for bonds. Sug one & CONTACT Indust. & cons. |""iow connection will be made soc 
UNITED 'veys and market research inter- gested purchases average 10 per GIRLS Will welcome talk with principals 
STATES ‘viewing, and more action along cent of income, and more for those | Secys., stenos,, typists, billers, cheek- are eee er IBING AGE, Chgo 
this line ts they. in upper brackets. ers, etc. COPY, LAYOUT, ART, PRODUCT oN 
SAVINGS a es * * © No obligation to register 4A copy chief, 25-year record of 
. ’ | Specializine in all phases of advertis-|sStand-out work, has time for c im. 
/ | Shopping newspapers have a The candy industry hasn't been | jp, positions. paigns or single jobs. Supervise } ro. 
| . awe jas har j , sugar s ‘tag a ® ;}duction if desired, save you one 
‘headache of their own these days. | @S hard hit by the sugar shortage Sinclair Masterson Personnel _ | Confidential nae Be y 
i ‘. an @ , ld think Its cane and 310 8. Michigan Avenue—Room 1749 7 . P ’ Ww 
It’s paper. They re not at all sure @s you wou Ink. s C € Chicago, Illinois | Tages. _ Sneeeet Rome ag 4 + icy 
| ° » « ~ , . . job. AN, 505 *hoenis z.. Minne. 
‘that the government will look beet sugar supply nas been cut 20 og to rant Ti enix Bldg., Mir ne 
kindly upon the use of newsprint per cent by government edict, but eis anaes uae aati MISCELLANEOUS 
for purely advertising dissemina- dextrose is not being rationed yet. 1s minute seriets with masxt- Fealedieal Orlatinn 
tion, and distribution is already giv- Dextrose (corn sugar) can be used | — Ae ~ ra es, a We are equipped to handle a maca- 
: ’ ¢ 4 - = . - Son cepted scripts wi ye Syndicated zine or periodical inting j é ) 
ing them a headache in some cities. to make about one-third of the in and pay commensurate with Poaghkcenels vy SE jy Hee 4 = 
To discuss these and other prob- dustry’s output, and available cane gumber of stations using them ’ress, Saturday pyentng Post Ze, 
. : ¢ . an as . . - ur company is now serving using newsprint. Address inquiries to 
lems, shopping news _ publishers and beet sugat — be concentrated over 400 radio stations. Na- American Agriculturist. Pri n ti he 
from all sections of the country met in candies in which dextrose can't oso Lamaite & Ft ee inc., Plant, Poughkeepsie, New York, At- 
’ . . : : 320 wSalle 3S ‘AO. ’ io “RE 
behind closed doors in Detroit Fri- be substituted. The industry also _— + Se tention—FRED W. OHM. 
day gets substantial orders from the 
* * armed services, since tons of candy New Horizons for WPB Takes Control 
No public protest has been aired are needed for emergency rations. of Cane Sugar Crop 
as yet for fear of aggravating the dees Pabco Linoleum Tt War ; 
wound, but those opposing the Fed- Blunt Jim Knowlson, peace-time 1e War Production Board has 
PRINTING ‘ icati , ission’ ‘exy of Stewart-Warner who is . taken control of the entire 1942 raw 
eral Communications Commission’s prexy Of stewar ‘ . During War Year cane sugar supply. The order p: 
proposal to bar newspapers from Don Nelson’s number two man at vides that only refiners or Mh 
Th FAITHORN CORPORATI radio think they have just cause for WPB, has a gift for forthright San Francisco, Feb. 19.—Believ- facturers can buy raw sugar this 
e ON complaint against Chairman James speech. Example: “Time hangs over jng that the warmth as well as year, and only in amounts allocated 
emploues have subscribed L. Fly for absenting himself from us like a damned old turkey: _ sturdiness of linoleum will win it by WPB. Manufacturers using raw 
pioy practically all the hearings at which | 24rd ready to pick our bones.” Nel- | many new friends during the war, Sugar are placed on the same basis 
es » . ; 7. ic . . ‘ < y > ~ . i as ° * ° . . - 
100% to United States press interests presented their af- | S0n himself is no slouch at ane the Paraffine Companies, Inc., will ‘on oo ie refined sugar. a 
: firmative case. Chairman Fly rarely Word pictures, hav Ing pero 941 Jaunch its spring and summer cam- waine hem Paes ee 
Defense Savings Bonds missed a session in the long months | the 12 golden months “ hic h were paign for the Pabco product in ny ed re peorane yom eae = = | - 
during which FCC evidence was | largely wasted - re we "10 March issues of American Home, country for the nine-month period 
submitted, and yet heard virtually | 2nd the ane! of this year as Better Homes & Gardens, Good ending Sept. 30, 1942. Allotment 
‘none of that entered by the News-_| silver” mon 7 — _ Housekeeping and McCall's. To do are subject to change, and eac! 
; _| justice to the new colors available, purchase, importation or delivery 
Special newspaper sections Ol four-color copy will be employed. (except deliveries from Hawaii) 
editions celebrating the start or While none of the virtues of lino- ™USt be specifically authorized. 


Latest release from \ | been advanced to radio director of| count executive at KRKD, Los An- A Chilton Publication 
\ Sherman & Marquette, Chicago.|geles, has joined Charles Levitt 30,000 CCA Issued on the 
Sales Management \ His headquarters will be in New) Advertising Agency as account ex- 


gives the average Con- 
necticut family $4,741* 


in Effective Buying In- * Estimated for 3 

Year Ending F 
come. No other state even April. 30, 19 ae as e& b 
comes close! Add this to a. ~) 


your other good reasons for 


completion of a new armament 
plant, or detailing the war produc- 
tion activities of local concerns, 
have been banned by the War De- 
partment. Only exceptions are 
those sections previously okayed by 
Army censors. 


“Bulletin” Offers 
$40,000 for “Ledger” 


The Evening Bulletin last week 
offered $40,000 for the name, good- 
will and Associated Press member- 


ship of the defunct Philadelphia “This year will see linoleum in “ EXECUTIVES ‘a 
Evening Ledger. new home areas where wear, re- 4 34 oe 

On Feb. 9, the Philadelphia In- sistance to stains and ease of up- See her a 
quirer’s offer of $10,000 was ap- keep and cleaning are important,” than any 
proved by the trustees but later said Fred W. Rea, Pabco floorcover- Single Publication in the 
withdrawn, although it is under-| ings advertising manager. “Watch 


stood that the Inquirer may bid la- 


daily, and the Bulletin, in bidding | 
higher, promised payment of the | 
assessment from Feb. 9 to Feb. 26. | 


S & M Raises DeAngelo 
Carlo DeAngelo, gen- 
eral production has 


formerly 
supervisor, 


York. 


leum will be overlooked, Pabco will 
give special emphasis to the famous 
nine-inch square, which makes it 
possible, without the appearance of 
patching, to change color motifs 
merely by replacing certain squares 
with new color blocks. By the addi- 
tion of new feature strips to pick 
up hues of new curtains or other 
home equipment, the housewife gets 
two floors for the price of one. In 
case of damage, this advantage is 
especially gratifying. 


for linoleum on table tops, splash 


Brisacher, Davis & Staff devel- 
oped the new campaign, as well as 
the new Pabco radio show featuring 
the songs of Martha Tilton. 


Joins Levitt 
Joe Michiche, 


formerly an ac- 


ecutive in charge of radio. 


DEPARTMENT: 
STORE ECONOMIST 


REACHES MORE 
DEPARTMENT STORE 
BUYERS AND QTHER 


_ Department Store Field! 


=. it's Uk nes sian areas, chair seats, working surfaces a= Ww UL 
ment and published token copies and elsewhere. A PO ERF 


VEHICLE for your: 
SALES MESSAGE! 


DEPARTMENT STORE ECONOMIST 
100 E. 42nd St., New Y 


10th and 25th of Each Month 
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SURVEY SHOWS RADIO LISTENING GAINS 


C.A.B. INDEX OF LISTENING 
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THE NIGHTTIME INDEX is besed on locel time, and on 10 weekdays (Monday-Friday inclusive) out of each month. Each 
monthly figure is on average of the percentage of sets in use during each of the 200 querter-hour periods between 6 


11 P.M. The averages for each month are: 

Oct. Nov. Dec. Jan. Feb. 
1940 — 41 30.3 30.6 4 313 Wo 
1%1—42 265 285 04 3225 


Merch April Mey June 


and 


Ava. Sept. 
30.0 76.9 27.4 244 167 167 22.3 


|Syracuse advertising 


| War Production 


Claims Drop in 
Consumer Goods 
Threatens Industry 


Washington, D. C., Feb. 18.— 
'Charles H. Kaletzki, described as a 
and_ public 
relations counsel, told a Senate 
banking and currency sub-commit- 
tee today that reduction in output 
of consumer goods coincident with 
the nation’s war program threatens 
the life of the advertising industry 
and the maintenance of a free press. 

Testifying on a bill to establish 


/a small business division under the 


Board, he urged 
that the government take immediate 
steps to continue the flow of con- 
sumer goods. He suggested that 
such substitutes as plastics be used 
to replace materials essential to the 
war effort. 

Mr. Kaletzki said that the exist- 
ence of newspapers is endangered 
by governmental action already 
taken to restrict non-war produc- 
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THE DAYTIME INDEX is based on local time, and on 10 weekdays (Monday-Friday inclusive) out of each month. Each 
monthly figure is an average of the percentage of sets in use during each of the 360 querter-hour periods between 9 A.M. 


and 6 P.M. The averages for each month are: 

Oct. Nov. Dec. Jon. Feb 
1940 — 41 172 163 74 165 170 
1941 — 42 15.6 146 183 165 


March April 


Mey June July Aug Sept 
1S6 1S4 15.0 148 41 144 142 


COPYRIGHTED 1942 BY 
THE COOPERATIVE ANALYSIS OF BROADCASTING 


Nighttime radio listening during January, 1942, was 7 per cent higher than in 
December, while daytime listening gained 8 per cent, Cooperative Analysis of 


Broadcasting reported last week. 


The CAB index reproduced here also shows 


that nighttime listening last month was 4 per cent higher than in January, 1941, 


while daytime listening was 


the same for both months. 


Stars Dempsey | 
A new show for Piel’s beer has| 
been inaugurated from 8:30 to 9 | 
p. m., EWT, Saturday, over WOR, 
New York. The new show, a sports| 
quiz in which a quartet of experts, | 
led by Jack Dempsey, answer ques- | 
tions from the radio audience with} 
a defense bond payoff on un- 
answered questions, is titled “Jack 
Dempsey’s All-Sports Quiz.” 


Printing Inks and _ 
National Defense 
Have you wondered what relation- 
ship there is between color—print- 
ing inks, pigments, dyestuffs —and 
national defense? You will find the 


answer in our latest release on this 
important subject. Write for a copy. 


EAGLE PRINTING INK CO. 
DIVISION - GENERAL PRINTING INK CORP. 
100 SIXTH AVENUE, NEW YORK 
CHICAGO CINCINNATI PHILADELPHIA 
JERSEY CITY BALTIMORE CAMBRIDGE 


PARTNER 
WANTED 


Successful, medium-sized, long- 
established Chicago Advertising 
Agency seeks contact service man 
to qualify as partner. 

The Agency offers: 


1) unusually generous share of 
profits on business produced; 

-) after trial period, an attrac- 
tive stock purchase plan (no 
immediate investment re- 
quired); 


) cooperation of art, produc- 
tion, media and other de- 
partments needed to serve 
clients; 
‘) an unlimited future. 
Applicant should have: 
!) resources to carry himself 
while establishing own ac- 


counts 
wanted); 
proven ability to sell adver- 
tising service and serve ad- 
: vertisers 

Give age, education, work done in 
Previous connections, personal 
facts. Everything confidential. The 
agency employees know of this 
advertisement. 


Box 3626 
Advertising Age, Chicago 


(salary-seekers not 


|of Hamilton, O. 


Chicago Agate 
Club Captures 
Bowling Title 


(Picture on Page 35) 


Chicago, Feb. 17.—The 
Club of Chicago won the five-man 
crown at the first National Adver- 
tising Bowling Tournament held 
here Feb. 14 under auspices of the 
Chicago Herald-American and the 
Chicago Federated Advertising 
Club. More than 400 advertising 
and sales executives participated in 
the tournament, which is to become 
an annual event. 

E. D. Zipprodt, vice-president, 
Zipprodt, Inc., crashed through with 
a 668 series to win the _ singles 
championship, while 
team of August Ragnow of Swift & 
Co., and R. A. Sorenson of Soren- 
son, Inc., knocked over 1312 pins to 
top that division. The all-events 
was won by Don Duvall of the 
Champion Paper & Fibre Company 
Duvall had 1943 
pins for the nine games, leading his 
nearest competitor by 66 pins. 


The list of prize winners in- 
cludes: 
Five-Man Event | 
Agate Club . i 2982 
Mail Adv. Ser. Assoc 2978 
Arvey Corporation . 2961 
Std. Adv. Register 2937 
KE. H. Brown Adv. Agcy 2930 


Peoria Ad 


Club 2927 


Singles Event 


E. D. Zipprodt, Zipprodt, Ine 668 
H. Dupree, Sanitor Corp... 658 
R. Berberick, FE. H. Brown Ady 

Agcy 636 


A. McCaleb, Geo. McKiernan Co... 635 


| KE. Skalka, Mandell Mfg. Co 631 


Deubles Event 
tagnow-Sorenson 1 
Duvall-Thomson 1 
Matz-Van Artsen 12 
Frisch-Moulton 1 
Hansa-Colman 1 
All-Events 

Duvall, Champion Paper & Fibre 
Ce. «- 1943 


Rozek, Mail Adv. Ser. Assoc. 1867 
Van Artsen, Std. Rate & Data 

Ser ; ; 1861 
Bassler, Pathfinder Pub. Co. 1853 


Landers, Zipprodt, Inc... 1832 

Following the competition, a Vic- 
tory banquet was held at the Sher- 
man Hotel where prizes 
trophies were awarded to the win- 


ners. 


na 
‘seal ad. | 


Agate 


the doubles | 


tion, and that retailers could not 
“advertise for business because they 
will have nothing to advertise.” 
“When advertising is withdrawn, 
the foundation of a free press is 
| threatened,” he warned. 

“Without strong, virile, indepen- 
| dent newspapers in the cities, towns 


and villages throughout this nation 
served by adequate wire facilities 
and news services, the task of keep- 
ing 130,000,000 people within a 
cohesive, national unity will be 
practically impossible. 

“Weaken your newspapers and 
you weaken the nation—and there 
is only one way to prevent weaxken- 
ing your newspaper, by seeing to it 
that the merchants of the nation 
have something to sell.” 


Dealers Welcome 
Schenley Plan to 
Conserve Dispays 


New York, Feb. 18.—The war 
will help retailers appreciate the 
value of effective point-of-sale ma- 
terial and to treat it with more 
consideration than they have al- 
ways accorded it in the past, Les- 
ter E. Jacobi, president, Schenley 
Distillers Corporation, said today in 


announcing a new _ conservation 
plan. 
| The new idea provides that 


Schenley will lend promotional ma- 
terial to dealers, who will notify 
the company when they want to 
change the display. A business re- 
ply card will be used for this pur- 
pose. A company representative 
|will pick up the material, arrange 


Crapsey to KPO 


to have it reconditioned and passed 
on for further use. 

The Schenley president said the 
plan has been tested in represen- 
tative markets before being adopted 
for national use. The company 
found retailers enthusiastic over the 
opportunity to help conserve dis- 
play materials and has given them 
a new appreciation of the materials’ 
value which is likely to be reflected 
in post-war relations. 


Alfred Crapsey, formerly sales 
manager of KOA, Denver, has been 
named sales manager of KPO, NBC 
San Francisco outlet. 


FOTOTYPE Synthetic Type composed this ad .. 


and it will compose many type lines for you. at small 
cost, right in your own office. The cardboard letters 
fit into a special composing stick and are automat- 
ically aligned. Fast! Economical! Cuts type costs for 
offset or zincs down to rock bottom. Over forty 


modern types available. Write for folder. 
FOTOTYPE CO. 


| 


| 


linage gainer 


“He wants everyone to remember that he was last year’s greatest 


but his national record is ‘peanuts’, compared to 


what the Rodney Boone man told me about the Sun-Telegraph 
which gained over 3 times as much national advertising, in 


1941. as both other Pittsburgh papers combined! 


and | 
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625 W. Washington, Chicago 
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Inland Tables 
Petition for Paid 
Government Space 


(Continued from Page 1) } 


terion of the shape of things to come. 
When national advertisers solve 
packaging and other problems, lin- 
age will return, he asserted. If 
February can hold 70 per cent of | 
1941’s linage, Mr. Just said, news-| 
papers will be in line with other 
businesses that face a firm future. | 

Other trends envisaged by Mr. | 
Just included a cut in newspaper 
size due to newsprint reductions, 
continuation of copy by large ad- 
vertisers to keep brand names 
alive, and the growing importance 
of the government as a _ national 
advertiser. “Advertising will be 
adequate,” he said, “but profits will 
| be much less.” 

Sam M. Williams, press relations 
counsel, National Association of 
Food Chains, visited the conven- 
tion as part of a junket on which 
he has spread a word of cheer at 
|state and regional press meetings. 


tion president. The committee will 
be named at a later date. 

War and the problems now at- 
tendant to publishing a paper took | 
most of the convention’s attention. 
In general, the forecast offered 
members was a dour one. Pros- 
pects for maintaining staffs, for 
cutting costs, for avoiding wage | 
rises, for securing advertising, for 
maintaining the “paper as usual” 
are not too good, they were told. 


The were h f tl S, | 
canal F. wit hee pss He told Inland members that food 
manager of the News-Sun Wauke- | Chains anticipated no reduction in 


gan, Ill., declared that newspapers | "¢WSPaper advertising during the 
|next six months, and in answer to) 


have advantages over other media | 
in wartime. They do not need, for | 
instance, to go off the air to avoid) 
beckoning a bomber to its target. | 
He estimated that 65 or 70 per cent | 


which had been discarded by major 
food chains would not be revived 
again during the war. The chains, 
he reported, recognize newspapers’ 


the loss of linage due to automo- 
bile, travel and durable goods cur- 
tailment could be made up. He 
advocated: intensive advertising by 
| those manufacturers and dealers 
who have something to sell: in- 
creased promotion by organizations 


selling service — banks, beauty 
shops, utilities, etc.; extension of 
entertainment advertising; institu- 


tional advertising merchandised as 
less of a luxury than formerly; ad- 
vertising by durable goods manu- 
facturers now for post-war sales; 
further all-out war efforts by anti- 
gossip copy, etc., 
dence on classified advertising: 
the stressing of advertising as a 
necessary retainer to a free press. 
Finally, he said, newspapers could 
reduce size, and change from daily 
to weekly or semi-weekly. 

He forecast 1942 a year of 
sales highs for those with some- 
thing to sell, a year of top mass 
income, top farm income, top em- 
ployment with thousands of women 
working, a big year for new prod- 
ucts, and a year of rare importance 
to manufacturers and retailers who 
recognize existence of new mar- 
kets. 


1S YOUR 
BEST BET! 


as 


— MARKET GROUP 
480 LEXINGTON AVENUE — 
WEW YORK CITY, W. Y. P 

Review British Copy 
Earlier the convention had heard 
discussion of English newspapers 

in wartime by Graham Hutton, di- 

rector, Chicago office of the British 

Press Service. Mr. Hutton sketched 


in England, emphasizing the mush- 
rooming cost of newsprint, a cir- 
cumstance which arose because the 


BUY 


island could not afford shipping 

space for the Canadian haul, and 

UNITED Scandinavian sources were obliter- 
STATES ated. Mr. Hutton told the group 
SAVINGS that, despite the fact that British 
papers which attained an ante 

BONDS bellum size of 36 pages are now 

4 y AND STAMPS running six, English newspaper 
publishers are making as much 

money as they ever did. However, 


he concluded, an excess profits tax 
of 100 per cent siphons anything 
on the velvet side away. 

John W. Potter, co-publisher of 
the Daily Argus, Rock Island, Il., 
was elected president for the com- 
ing year. A. C. Hudnutt, publisher 


of the Chronicle-Telegram, Elyria, 
O., was named vice-president, and 
John L. Meyer, Chicago, was re- 
elected secretary-treasurer. 
PRINTING To Lennen & Mitchell 
Frederick Reynolds, formerly in 
the copy department of J. Stirling 
Getchell, New York, has joined the 
The FAITHORN CORPORATION copy staff of Lennen & Mitchell, 
|New York. 


employes have subscribed 
100% to United States 
Defense Savings Bonds 


To Sheldon R. Coons 


Robert H. Leding has resigned as 
regional business consultant of the 


Department of Commerce to join 
Sheldon R. Coons, New York, gen- 


eral business counsel. 


/questions said that shopping papers | 


of national advertising accounts |‘ 
are not affected by priority rulings, | im¢reased circulation and added | 
and that these advertisers who | Teader interest as distinct assets. 
have something to sell, will be in| . Thomas F. Barnhart, professor of 
newspapers. journalism, University of Minne- 
He warned against too much sota, presented an outline of what 
pessimism, or against using the. 1942 holds for the newspaper ad- 
first three months of 1942 as a cri-| Vertising business, and offered a_| 
number of methods through which | 


increased depen- | 
and | 


the publishing problem as it grew | 


Based on total retail advertising volume in all newspapers 
(Copyright, 1942, by Advertising Publications, Inc.) 
WEEK BY WEEK VARIATION SHOWN HERE 
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% Gain % Gain 
7-Week 7-Week 7-Week or Loss” or Loss 
Period Period Period 1942 1942 Week Week © Gain 
Ended Ended Ended over over Ended Nnded ‘ 
Feb. 17, 1940 Feb. 15, 1941 Feb. 14, 1942 1940 1941 Feb. 15, 1941 Feb. 14,1942 Lo-«s 
BUPOM. Os cas eves 1,108,461 1,147,428 1,267,539 + 14.4 + 10.5 196,879 194,765 ia 
Albany, N. Y........ 420,186 884,758 916.5 93 —().4 +- 3.6 148,898 147,098 2 
Atlanta, Ga. ..... 1,747,762 1,789,648 1,683,976 3.7 5.9 298,018 291,802 1 
Baltimore, Md. ...... 2,504,244 2,670,897 2,858,218 + 14.1 7.0 434,780 482,190 4 
Birmingham, Ala. 1,584,800 F 790, 213 1,795,052 + 13.3 + O.3 347,249 287,756 1 
Boston, Mass. 2,378,819 2: 13 2,367,027 ~ $+ 5.7 1.5 347,249 333,865 4 
ee Be. Misabecversea 1,595,501 1,756,235 + 10.1 +1.7 2Y8,985 298,748 l 
Tr 2. Miascose ace 651,775 554,391 15.0 tu 101,591 S6,643 1.7 
Cedar Rapids, ta. 554,974 542,472 2.3 1.4 97,216 77,784 0 
Charleston, W. Va 1,131,061 154.5% LOTT 977 1.7 6.6 IS8,454 194,621 ; 
Chicago, Hl. Py 3,296,863 _ 4,290,209 5,469,974 5.3 5.5 950,341 613,208 rl 
Cincinnati, ©. 1,868,607 1,883,367 1,928,459 + 3.2 2.4 109 370 19,037 l 
Cleveland, O. ....... 2,218,924 2,284,409 2,229,694 0.5 2.4 347,028 349,802 8 
Columbus, O 1,588,873 1,620,726 1.607.682 + 1.2 OS 256,104 244,016 1.7 
Dallas, Tex 2,381,783 2,382,770 2,375,878 0.3 0.3 370,945 199.949 8 
Davenport, la 1,068,578 1,153,628 1.141,994 6.9 1.0 211,778 196,504 9 
Dayton, ©. 1.616.408 1,693,348 1,711,538 + 5.0 + 1.1 266,560 279,706 4 ee 
Denver, Colo. : 1,037,561 1,060,246 1,079,159 4.0 +1.8, 164,247 155,883 1 — 
Des Moines, la... 807,620 734,945 731,068 9.5 0.5 117,214 129,324 10,3 
EPOCFOIt, BEIGR. 2.6005 2,391,107 2,567,247 2,662,090 + 11.4 3.7 414,782 421,624 +- 1.6 Bec 
me PUG, BOMscccccccer 1,268,856 1,429,956 1,243,879 2.0 13.0 237,622 201,327 15.3 
_,. =. Serre rerrrs 1,044,016 1,040,858 1,116,962 +70 + 7.3 161,000 185,682 15.3 Wa 
Evansville, ‘Ind, 1,332,394 1,383,914 1,471,456 10.4 6.3 268,310 248.542 = p 
Fall River, Mass.. $11,280 161,788 427,113 + 3.8 —7.5 76,989 61,603 20.0 
Peeme, MeO. serves 1,001,798 1,061,116 980,672 2.1 -7.6 it 5 7.6 ; for 
Fort Wayne, Ind 1,329,517 1,240,624 1,288,224 3.1 3.8 3.1 
Gary, Ind. ....... 712,592 711,322 760,203 + 6.7 6.9 22,8 Pitt 
Grand Rapids, Mich 1,137,694 1.069.404 1,047,158 S.0 21 0] that | 
Greenville, S. C.. 851,651 RO5,445 SS6,011 +40 —1.1 16 
Hempstead, L. I 227,197 367,030 37,688 $92.6 +19.3 21.1 must 
Houston, Tex, .e. 2,194,107 2,186,828 2,143,134 2.3 20 bution 
Huntington, W. Va.... 856,938 955,117 891.442 4.0 6.7 27:3 detail 
Indianapolis, Ind. 2,044,840 2,082,080 2,261,550 + 10.6 + 8.6 6 Pittsb 
Jacksonville, Fla 1,086,792 1,151,298 1,102,416 + 1.4 2.6 114 nineties 
Jersey City, N. J.. 245,604 228,123 262,270 6.8 + 15.0 53.1 yester 
| Kansas City, Kan... 354,536 322,056 303,688 144 5.7 a0 presid 
Knoxville, Tenn. 1,215,284 11 40.650 1,090,488 10.3 1.4 2.5 ing Cx 
Little Roek, Ark.... 1,048,180 1,177,344 1.185.960 + 13.1 O7 1.7.6 “Le 
Los Angeles, Cal. 3,265,886 2,914,064 2,885,054 11.6 10 4.0 ; , 
Louisville, Ky 1,542,438 1,696,654 1,749,294 13.4 1 25 and 
Lynn, Mass 1,008 896 1,174,202 1,084,462 75 77 all in 
Manchester, N. H.... 76,544 $52,179 40.970 7.5 95 02 month 
‘Memphis, Tenn. 1,768,788 1,492,176 1,552,964 12.2 $1 5.7 declar 
Miami, Fla 2,504,474 2,345,708 1,958,420 21.8 16.5 8.7 , 
Milwaukee, Wis. 1,018,352 1.998.613 1,946,542 15 26 s — 
Minneapolis, Minn. 1,517,287 1,493,453 1,565,104 3.2 +48 3 — 
Moline-Rock Island 420,710 1,134,028 1,148,828 24.8 + 1.3 0.5 strain, 
New Bedford, Mass.. 413,826 445,718 $44,780 7.4 0.2 0.2 tising 
New Haven, Conn... 1,190,588 1,251,502 1,216,026 2.1 2.8 0 nity t 
new Orleans, La.. 2,421,719 2,434,462 2.530,004 3.4 3.9 4 and e} 
New York, N. Y 7,041,926 TOLL S59 6,882,540 2.3 1.9 1 24 is litt’ 
Brooklyn, N.Y. $45,855 156,221 $15,507 6.8 8.4 4.8 _— 
Norfolk, Va 1,145,326 1,256,570 1,303,484 13.8 3.7 0.4 ageme 
Oakland, Cal, jeeane a 1,114,637 1,065,644 1,028,569 7.7 3.5 8.2 contini 
Oklahoma City, Okla H23,986 G26, 898 943,950 5.3 1.8 4.0 fact t! 
Omaha, Neb, 679,355 TOONS 626,624 7.8 10.6 7.4 But he 
Peoria, Ill 1,253,477 1,398,386 1.326.010 5.8 5.2 16 
Philadelphia, Va 3,595,700 3,652,852 1520.2962 21 2.6 = 3 main 
Phoenix, Ariz 1.0388,0380 1.076.096 1,019,578 1.8 5.3 97 War ¢ 
Pittsburgh, Pa. 2,466,464 2,502,080 2,623,418 + 6.4 1.9 0.9 four y 
Portland, Ore 1,275,438 1,547,380 1,343,552 5.3 13.2 3.6 Beck 
Providence, R. I 1,424,594 1,423,070 1,431,890 0.5 + 0.6 2.6 “The 
Reading, Pa 1,211.53 1,279,148 1,274,382 5.2 04 0.8 ; 
Richmond, Va, 1,379,812 1,421,896 1,414,910 +25 0.5 32 a 
Rochester, N. ¥Y 1858497 1,845,261 L,7OUS,S87 + 2.5 7 a 
Rockford, Ill. 995,050 1,092,868 1,026,130 + 3.1 6.1 6.1 , 
Sacramento, Cal SOS 786 857,446 1,016,430 + 13.1 6.2 6.2 W he 
San Antonio, Tex Os 500 WS5,191 1.168.305 + 29.3 18.6 1.1 
San Diego, Cal 1,301,720 1,466,490 LST6.886 5.8 6.1 44 
San Francisco, Cal 1.SSS8.438 1,827,319 1,906,662 1.0 4.3 ; 
Seattle, Wash 1,433,460 1371. 846 1.561.700 a4 12.8 ' 
South Bend, Ind 634,691 651.764 695.588 10.0 6.7 14.7 
Spokane, Wash 806.274 756.266 TOS.N6S8 5.3 10 7.0 
St Louis, Mo 2.10 155 2 OS81,.640 » 206 020 1s ao 
St. Paul, Minn 1,315,992 1,217,352 1,275,428 3.1 + 4.8 4 
Syracuse, N. Y¥ 828,677 1,374,645 877,935 5.0 16.1 4.2 
Tacoma, Wash. 763,000 786,128 829.730 8.7 a.5 te 
Tampa, Fla. 68 324 971.768 801,054 7.0 7.3 8 
®*Toronto, Ont., Can 2,041,825 2,114,572 
Troy, N. ¥ 165,080 {55.968 0 168 5.4 “a4 ‘ 
Tulsa, Okla 1,090,222 1,165,990 1,265,460 16.1 8.5 1.9 
Washington, Db. C 1.066.154 4,100,140 4,322,298 6.3 >.4 6.5 
Winston-Salem, N. ¢ 807.422 811,160 SOO 856 Os 1.3 7 
Youngstown, © 982.675 G80.706 1.057.374 7.4 29 
Total 117,875,931 121,661,169 121,486,033 l 0.1 19,26 2% 19,514,819 
“hicagzo Sun established De« 4, 1941. 
Commercial Appeal published 328 page Centennial Issue Jan. 1, 1940, containing 428.848 lines of advert & 
Figures not included in totals. 
— 
. ] . 
Advances Struhsacker ‘Green Resigns Post Heads Radio Department 
E. P. Struhsacker. formerly as-| Monroe Green has resigned as Hirshon-Garfield, Boston, he 4P- 
sistant to C. E. McKittrick. Eastern | ®@vertising director of the New pointed Myron L. Silton dire« na 
advertising manager of the Chicago York ge tne here se = the ge department. a. " as 
: ‘ 7 2 iaciae sly advertis ane » rly ; acc vmnean € it! 
Tribune with offices in New York, RH Macy & Co "New = — as St: ei WOR Bote 
has been named to succeed him. = es pessise —— » Soe 
Mr. McKittrick will continue as a 


member of t 


Group, Chic 


he 


igo. 


home office 
tising department and also as gen- 
eral manager of First Three Markets 


adver- 


MONTREAL 
TORONTO 


WINNIPEG 
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GIBBONS KNOWS CANADA 


| J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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e tm McGUIRE named chairman of the board, an 
READING CONSUMERS Bin — ' STORY Chesterfield Ads EI Mes Feb. 18.—E. J. McGuire office he held at the time of his 
Nadlgin A A gat ’ death. He was a member of th 
HERE ARE THE FACTS ABOUT Play Up Taxes founder and president of E. J. Mc- Poor Richard Club oe . rere 


TOILET TISSUES and TOWELS! 


Scott Paper Company 


Chester. Pennsylvania 


ZMPORTANT NOTICE TO OUR CUSTOMBRS 


Durt me A? past - th we have ree esene agg eat Communications 
4! : e 


Home Owned Stores, | 


more ScotTissue Prod ts, the brands with wv 

we did in the ay s 

as equitably as po 
st 


ear you were informed through « trade a tee 
tatives that our plane for the year ] c. 
to the trade at least as such, and 

yo 


Reading, Pa., repro- 
duced this letter 
from the Scott Paper 
Co. in the Reading 
Eagle to reassure 
customers that, de- 


or thea. 


paper fo re ver purp> eo 


Goods and unable to ta 
cals judgment such ar 
necessary resulte of } 


The heavy demands the Government is —- 7 ut tome types of 
at 


a. et 
icial short tages are the wajusti ifiedt e a une 
terical buying and hoarding. 


ur defini $e sesurence that if the ti 
BG y tod 


spite rumors of a 
shortage of Scott 
toilet tissue and 
towels, "there will be 


plenty for all." The 
letter explains that 
Scott has discon- 
tinued none of its 


me should ever 


brands — and does 


Satinus oF He $G ality. ree 
you ptiy 


not intend to. 


rumors that "ScotTissue Products will not b 
public generally and your customers 4 get the r 


Sincerg}y yoy. 
WFM:MA 


February 6, 2982 =. F. Mohan 


alone Leth? 
feck, Lis vuk 


Right now ve vould like to enlist your help ar na Soeneeesie a 


to alley vith your customers and the publi e morte a thes 
led. 


° Resto, the resulte 
could be detrimental to your best interests and curs. 


Thanking you for your cooperation and vith best wishes, 
1 & thin 


SCOTTIOSUE WALDORF SCOTTOWELS SCOTTI nSUs TOWELS WALDORF TOWELS Stevice ao 


Pv 4. Hileheny Ried 
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Beck Outlines 
Wartime Tasks 
for Advertising 


Pittsburgh, Feb. 18.—The job 
that advertising can, should and 
must do as its inescapable contri- 
bution to the all-out war effort was 
detailed before members of the 
Pittsburgh Advertising Club here 
yesterday by Thomas D. Beck, 
president, Crowell-Collier Publish- 
ing Company. 

“Let’s look the facts in the face 
and make up our minds that we’re 
all in for one hell of a time for 
months, maybe years, to come,” he 
declared. “We have gone to war 
physically but not mentally, as yet. 

“During this time of stress and 
strain, it is squarely up to adver- 
tising and the advertising frater- 
nity to keep up the public morale 
and enthusiasm. Right now, there 
is little difficulty in selling man- 
agement the idea that it should 
continue advertising despite the 
fact that it has no goods to sell. 
But how long will management re- 
main ‘sold’ on this policy if the 
war continues for two, three or 
four years, or longer?” asked Mr. 
Beck 

“The those in the 


answer is for 


Whose trade mark is this? 


lfyou’ll write Collins, Miller 
« Hutchings, Inec., Photo- 
‘tgr.vers, 207 N. Michigan 
Ave. or phone FRAnklin 


5854, we will tell you. 
Ge ——————eE 


advertising profession to tell the 
advertisers what to say when they 


‘no longer can talk about their 
goods or products. This has 
been termed ‘institutional’ adver- 


tising but the more correct term is 


educational advertising. We have 
got to have an informed public 
opinion—a public better informed 


than ever before—during the long 


and trying period that lies ahead. | 


The people want to know what is 
going on along the home front just 
as much as they want to know 
what is happening in the actual 
arenas of war. They want to know 
just what is being done at home 
to back up our fighting men facing 
the enemy. And in this connection, 
business and industry have a 
factual, truthful and inspiring story 
to tell, one that will bolster the 
faith and confidence of the people 
in the American way of life, and 
a story, consequently, that will 
bear constant repeating through 
educational advertising.” 


Long-Time Job, Too 


In addition to helping maintain 
public morale and enthusiasm, ad- 
vertising also can perform a long- 
range selling job even if there is 
nothing to sell for the duration, 
Mr. Beck said. In fact, all busi- 
ness and industry should keep on 
selling for the future. “There are 
many things to talk about besides 
product. If the advertiser can’t 
think of what to talk about it is up 
to the advertising fraternity to dig 


|up and give him something to talk 


| ready 


New 


about,” he continued. “One prime 
example of this is the Chevrolet ‘car 
insurance’ service plan which is 
merely the application of our old 
friend, life insurance, to automo- 
biles. Another practical and patri- 
otic advertising idea, which al- 
has been adopted by some 
large national advertisers, is to 
encourage the buying of defense 
bonds now as a future ‘nest egg’ 
for the purchase of all those de- 
sired things which have been taken 


off the civilian market until the 

war is over.” 

Joins R & R Copy Staff 
Ralph de Castro, formerly copy 


director of Joseph Katz Company, 


New York, has joined the copy 
department of Ruthrauff & Ryan, 
York. 


Gets Beverage Account 
Krueger Beverages, Newark, has 
named United Service Advertising, 
Newark, to handle its advertising. 
Lee-Muiron Rousseau is the ac- 


| count executive. 


in New Drive 


(Continued from Page 1) 
and second, 


creases 
papers 
copy appeared. 


put 


General expectation was that the 
| campaign will run at least for two 
| months, and indications pointed to 
of rate 
structures than ever before. There 
| were some reports that copy would 
be offered to publishers at the old 
else- 
where the feeling was that Chester- 
field would accept increases where 


a more searching scrutiny 


rates in certain cases, but 


they were deemed “justified.” 


Vandeburg to OFF 


Clyde Vandeburg has resigned as 
| public relations director of Packard 
Detroit, to ac- 
;cept a position with the Office of 
Washington, 


Motor Car Company, 


Facts 
a Ge 


and Figures, 


Adds Franklin Gross 


Franklin S. Gross 
Julian Gross 
Hartford, as copywriter. 


has 


attention was called to 
inquiries made regarding rate in- 
into effect by news-| 
since the last Chesterfield 


joined 
Advertising Agency, 


Guire Advertising Agency, was fa- 
tally injured Feb. 16 when his 
automobile was struck by a pas- 
senger train on a crossing within 
the city limits. He was alone in 
the car, enroute to his home. 

Mr. McGuire, who was 37, was 
vice-president of the Northwest 
Council of Advertising Agencies at 
the time of his death and had 
served two years as its secretary. 
He was also vice-president of the 
St. Paul Advertising Club. 


ELMER CAMPBELL 

New York, Feb. 20. — 
Campbell, for the past five years 
promotion manager of Textile 
World, died last night after an ill- 
ness of two days. He was 39 years 
old, 


Elmer 


Cc. A. OSWALD 

Philadelphia, Feb. 19.—Charles A. 
Oswald, president of Oswald Ad- 
vertising Agency for 20 years, died 
Feb. 17 at his home near Norris- 
|}town. He was 52. 

Mr. Oswald served as president 
and treasurer of the Philadelphia 
agency until last November, when 
illness forced his retirement from 
active work. Subsequently he was 


chairman of the Philadelphia Coun- 
cil for the Four A’s. 


G. W. OVERTON 


Chicago, Feb. 18.—George W. 
Overton, president of Reuben H. 
Donnelley Corporation, Chicago 


publishing, direct mail and distribu- 
tion organization, died Feb. 16 in 
Pasadena, Cal., while visiting in the 
West Coast city. He was 54. 

Mr. Overton had been with the 
Donnelley company for 26 years 
and had been its president since 
1929. His home was in Geneva, III. 
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’ To cover this prosperous ee 
American Market, USE — 


Puerto Rico 


WORLD JOURNAL 


English Daily serving the 
me Wmericane in Puerto Rico 


Write tor tates ond specimen copies 
ALL AMERICAN NEWSPAPERS, Rep.,Inc. 


420 lexington Avenue, New York 


SERVICE... 


for 
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Centncten is a fine technique at SUPERIOR, 


developed through years of success in cor- 


~~ = 
— 


relating Artwork, Photography, Photo-retouch- 


ANOTHER VICTORY 


PHASE PRODUCTION 


FEA. he 


COORDINATION } 


ing, Engraving, and Composition under one roof. 


We call it our Five-Phase Production Plan. ‘ 


Anyone of SUPERIOR’S five services will save % 


S$ UP 
215 W 


ERIOR 


est Superior Street 


you time and money. Utilized together, they'll 
handle any production job, from first plan to 
finished plates, cutting waste, worry and 
working time all along the way. Yet you pay 


no premium for this SUPERIOR satisfaction. 


Day and night our shops are at your service. 


Simply call SUPerior 7070. 


This advertisement is a Superior production + 
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Pulp and Paper 
Industry Looks 
for Ample Supply 


(Continued from Page 1) 


the determination of newspapers to | r 
‘Promotes Geist 


“make every patriotic effort to 


conserve newsprint compatible with | 


service to which the American 


public is entitled,” and called on} 
keep | 
“of any change | 


governmental agencies to 
publishers informed 
in the status of the contributory 
factors in newspaper publishing, 
such as availability of materials, 
machinery, manpower, transporta- 
tion, etc., looking to the expectancy 
that newspapers will readjust their 


ing is to be held within 30 days. 


|Hanan & Son, Chicago shoe manu- 


}counts with 
| pany, Chicago. 


—— 


conservation 55 per cent. Gains by types of 


to time to conform with the pro- 


{yea Store 

gram necessary to war demands.” J 

A committee is to be appointed | anuary Sales 
to study methods of eliminating | 
waste, and another general meet- | Soar 16 Per Cent 
| Washington, D. C., Feb. 19.— 
| Retailers enjoyed a booming busi- | 
ness during the first full month of | 
American participation in the war, 
it was revealed today by the Census 
Bureau’s estimates showing that 
January sales of independent stores | 


programs from time 


| goods and hardware stores, both up 
| 38 per cent, department stores 37, 
|jewelry 28, food 23, furniture 18 
| and drug 12. 

Sales gains for retailers of less | 
|durable consumer goods continued | 
to accelerate, a trend explained by | 
ithe fact that they did not receive | 
the stimulus felt in durable goods 
lines early in 1941. 


Walter Geist, vice-president of 
Allis-Chalmers Mfg. Company, West | 
Allis, Wis., has been named to head 
a new department of the company | 


to coordinate its sales policies. ‘in 34 states were 16 per cent| etn 
greater than in the same 1941) Emrich to Pontiac 
Frankel Adds Two | month. | William Emrich, for the past five | 


J. P. Smith Shoe Company, and Increases General 
|lins, Miller & Hutchings, Chicago, 

Increases were general for all] has joined the sales department of 
types of stores, except motor vehi-| Pontiac Engraving & Electrotype 


cle dealers, whose business fell off| Company, Chicago. 


facturers, have placed their ac-| 


Jones Frankel Com- | 


a 


Month by month the business picture in Norfolk 
gets bigger and bigger. Every day shows large 
increases in newcomers to this active section. 
Thousands of homes are now under construction 
but Housing Officials declare they will not meet 
the requirements of this rapidly expanding area. 
Additional millions have been appropriated to 
provide vast new improvements all of which call 
for more skilled workers of every class. Civilian 
payrolls continue soaring and where Norfolk 
was a great market before war was declared, 
today it is a wonder. 


During 1941 Norfolk Department Store 
sales ran up a 37 percent increase to 
lead the Fifth Federal District which re- 
corded a 20 percent jump. 


Sut 1» Shas of the Big line Preriiues, 
NORFOLK LEDGER-DISPATCH 
NORFOLK VIRGINIAN-PILOT 


REPRESENTED BY 


THE JOHN BUDD COMPANY 


| years production manager of Col- | 


STARTS TEST 
HERE’S HOW TO SAVE ‘1% 


and make luscious roasts every time 


/stores were led by apparel shops | 
with 43 per cent, followed by dry | 


a 


oF 
‘ 
. 
. 
LJ 
. 
. 
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Using the Hartford Times, Allen \. 

Smith Co. launched a test campaign 

last week for Smith's Puritan brand split 

peas, offering a roast meat thermomete, 

as a premium. S. R. Leon directs the 
account, 


Start One-Paper 
Test Drive for 
Smith's Peas 


New York, Feb. 19.—Allen \V. 
Smith Company, Marcellus Falls, 
N. Y., launched a test in the Hart- 
ford Times this week for Smith's 
split peas, offering a roast meat 
thermometer as a premium. Pre- 
sented as “a $1.25 value for only 25 
cents,” the thermometer is obtain- 
able for a box top from the Smith 
package and 25 cents. 


Second Drive 


The century-old company made 
its initial venture into advertising 
with a newspaper campaign that 
started last September. Copy in 18 
newspapers in New England, New 
York and Philadelphia was supple- 
mented by car cards in the two 
cities and promotion over Station 
WHN. 

S. R. Leon is the agency. 


ENTERS RADIO FIELD 

Minneapolis, Feb. 19.—With the 
sponsorship of Charlie Flagler over 
Station WNAX, Yankton - Sioux 
City, International Milling Com- 
pany next week will launch its first 
extensive radio drive, on behalf of 
Robin Hood flour. 


Plans call for a_ five-times-a- 
week broadcast, starting Feb. 23, 
under a _ year’s contract. Public 


approval of the program, officials 
said, will call for immediate exten- 
sion to the entire list of Cowles 
| stations, WNAX, KSO and KRNT, 
| Des Moines, and WMT, Cedar Rap- 
| ids-Waterloo. 


SPOT BROADCASTING 


permits spot budgeting 
to fit each market’ $ volume! 


/ 


the HOT SPOTS = 


Nothing wasted on 
the DEAD SPOTS 


‘ 
‘ 
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‘ 
Special attention for 
PROBLEM SPOTS 
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REVIEW 


OF THE WEEK 


ADMEN BOWLING WINNERS GIVEN AWARDS 


Awards presented at the first annual admen’s bowling classic in Chicago included 
those (left to right) to George Bassler, Agate Club team, for team honors, by 
Edward Cochrane, sports editor, Chicago Herald-American, and to Don Du Vall, 
Champion Paper & Fibre Company, all-events winner, by Art Frisch, secretary, 
Chicago Federated Advertising Club Bowling League. (Story on Page 31.) 


PABST AIMS NATIONAL CAMPAIGN AT HOUSEWIVES 
How to Blend More”“Man Appeal into Buffet Suppers 


MENU 


», 


* 
, Asworted ( heevee 


Pench House Chechen 


DB cvern Seled Bow! 


\ 


(Quartered Whole Tomatoes 


Pabst Blue Ribbon 


joed om large cake un 


FD» 


Fine Grewe Slanded int 


Creal Seer 


With this full-page four-color copy in the March issue of Woman's Home Com- 

panion, Pabst Brewing Co. claims the distinction of being the first brewery in 

history to direct a sales campaign at the housewife through a national women's 

magazine. The series will tie in various foods with Pabst Blue Ribbon beer. 
Lord & Thomas handles the account. (Story on Page 2.) 


STARTING ON SIXTH YEAR TOGETHER 


ve Suc 
Alka.S, 


essful years of broadcasting over KHJ and the Don Lee Network for the 
Py tzer newspaper of the air’ were celebrated recently by this group as 
.. Cont act was signed for a sixth. They include (seated, left to right) Frederick 
elds program announcer; Glenn Hardy, radio reporter; and F. G. Clancy, 
“Pres dent, Miles Laboratories, program sponsor; (standing) Wilbur Eickel- 
"9. general sales manager, Don Lee Broadcasting System; S. B. Gaynor, KHJ 
anmerc al manager; P. O. Narveson, president, Associated Advertising Agency, 

th hendles the show; and L. A. Weiss, vice-president and general manager 
of the Don Lee Network. 


BY BICYCLE 


W. J. Newens (astride the bike), Lin- 

coln, Neb., agency head, saves wear 

and tear on auto tires this way. Here 

he's talking over plans to increase meat 

sales with E. E. Fanestil, manager, Lin- 
coln Packing Co. 


IT DRAWS 


k do vou advertise to college 


How the hee men 


The dominating illustration in this ad for 
college dailies and humor magazines 
shows the Minneapolis BBDO office puz- 
tling over collegiate copy appeals for 
Seaforth Toiletries. With college edi- 
torial staffs cooperating with the agency, 
distribution of the products in the towns 
was completed and the copy drew a 
heavy response. 


Popperet! Marquisettes 
ret! Chombeoy Pepmere!| © 


ering@bone Two 
Pepperell Shoe Linings 


capers Abrasive Clem 


h 


Pepperell Mfg. Co. will use this full page in the March 9 issue of Life to tell 
the consuming public why some of its fabrics are scarce now. Its first duty, 


copy explains, is to help make soldiers "the best dressed army in the world, for 
the tough jobs that must be done.” 
trade in 


The company also is telling its story to the 
to other consumers through New England 
newspapers. 


business and 


papers 


NEW JUNIOR AD CLUB ORGANIZES 


if " wie eee 
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Cincinnati, which boasts one of the oldest ad clubs, has a brand new Junior 
Advertisers’ Club of members under 35. Charter members include (left to right, 
standing) George Shore, Advertisers’ Engraving Co.; Stuart Siebert, assistant 
advertising manager, Valvoline Oil Co.; Louis Hoffman, P. Goldsmith Sons, Inc.; 
Lincoln Strauss, production manager, Jesse M. Joseph Advertising Agency; Mary 
Levy, assistant advertising manager, Foy Paints; Don Hall, dealer service man- 
ager, Gruen Watch Co.; Richard Tate, Eastern Hills Journal; (sitting) Frances 
Pressman, executive secretary, The Advertiser; Brun Pambrun, sales promotion 
manager, Crosley Corp., and J. A. C. vice-president; Bernard Posner, Schenley 
Distilleries and J. A. C. president; Erwin Klein, Co-operative Displays; Betty 
Kleinman, Cincinnati Post; Milton B. Brant, manager, Brant Sewing Machine Co. 


ake 


SCHLITZ OPENS DRIVE WITH FOUR-COLOR MAGAZINE COPY 


(~Juil rue Kiss 
OF THE HOPS 


HONE ¢ f the hitterness 


‘HE BEER THAT MADE MILWAUKEE (RWIS 


An outdoor technique features this new four-color spread copy for Schlitz beer in national magazines, with the “kiss of the 
hops” theme to mark the 1942 advertising of Jos. Schlitz: Brewing Co. Twenty-four sheet posters utilize the same copy 
angle. McJunkin Advertising Co. handles the account. (Story on Page 2.) 
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36 ADVERTISING AGE 
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Madame X is the new customer you need 
this year, to make last year’s volume. 

She has less money to spend; and high prices 
make her spend more carefully. 

There is more competition for her money— 
and Uncle Sam is one of your competitors. 

There is more competition for her attention; 
sons and brothers in service, war news, shortages, 


rationing, Civil Defense. 


Maxine a sale to Madame X is harder this 
year, calls for a new approach. Suggestion: 

Make your sales talk on Sunday—when she 
has more time to listen. 

Time your call so it fits her routine. 

Meet her when she’s in a good mood, not 
bothered or distracted. 

Address her in a medium which carries no 
bad news, no scare headlines or flashes that detract 
from your story. 

Send a message so striking it can’t miss——in 
a medium she never misses. 

Present your package and product so she'll 
remember both! 

And advertise to Madame X so your dealers 
know you're selling something! 

HOW ?... Steady now— 


Tue mMepium has 75% adult readership among 
adult women—plus the rest of the family. 
It’s read regularly—religiously, we might 


almost say, on Sunday. 

It has 11,000,000 circulation, practically all 
urban, in the 19 states that have most retail sales. 

It has full color, in big space units. 

It costs less per capita impression than any 
national magazine or network. 

It covers the trade at the same time it covers 
the public——and as effectively. 


What?...The comics sections of the 
Metropolitan Group— the leading Sunday newspapers 
in 19 major cities... the best comics sections in the 
best newspapers in the best third of the national 
market... sold in a single unit, at a low unit cost! 

Think it over! Find out more about... 


Metropolitan Group 


Baltimore Sun ¢ Boston Globe « Boston Herald ¢ Buffalo Courier-Express « Chicago Tribune ¢ Cleveland Plain Dealer « Des Moines Register 
Detroit News ¢ Detroit Free Press « Milwaukee Journal ¢ Minneapolis Tribune & Star Journal « New York News « New York Herald Tribune 
Philadelphia Enquirer ¢ Pittsburgh Press ¢ Providence Journal ¢ Rochester Democrat & Chronicle ¢ St. Louis Globe-Democrat 


St. Louis Post-Dispatch ¢ St. Paul Pioneer Press « Springfield Union & Republican ¢ Syracuse Post-Standard ¢ Washington Star « Washington Post 


Cuicaco: Tribune Tower « Derrorr: New Center Bldg. « San FRANctsco: 155 Montgomery St. « 220 East 42d St., N. Y. 
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